























PINEAPPLE 
RASPBERRY 
ROOT BEER 
ALVINTA SARSAPARILLA 
ALVAGRAPE STRAWBERRY 
GRAPEFRUIT STRAWBERRY- 
KOLA CREAM 
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About 
this Tasue... 


7 wae are many fine articles 
and regular monthly departments 
in this issue, chock full of inter- 
esting data and news, but more 
than 50°; of the text is being 
used to report, in word and pic- 
ture, the full story of the national 


Convention-Exposition in  Chi- 


ago. 

N.B.G. has always put its 
full resources and manpower 
behind its coverage of the na- 
tional meetings, and the Chi- 
cago conclave was no exception 
If anything, it represented even 
more of a challenge than previous 
gatherings. The Exposition, for 
instance, filled three halls of the 
giant International Amphithea- 
tre, although the massive ma- 
chinery exhibits were absent (be 
cause of the every-other-year 
policy of the BMMA). It took 
three photographers two full 
days to photograph every booth 

195 of them—-and all are 
shown in this issue. To para- 
phrase the radio “pitchmen” 









“No other publication can make 
this statement.” 

In our massive report on the 
convention sessions, the pro- 
gram speakers, committee re- 
ports, forum sessions, the work- 







shop Special meetings, annual 
meetings of associated organi- 
zations and the many-faceted 
entertainment program are thor- 
oughly described and pictured. 
Special attention has been given 
several aspects of the big gather- 
ing, in view of their particular 
importance. The “Current Prob- 
lems” Panel Session, for in- 
stance, specifically quotes every 
bottler who rose to ask a question 
or make a statement on one of 
the three major topics under con- 
sideration. 

Even for those bottlers who 
attended the convention, this 
issue will have much of interest, 
for it was impossible for a single 
individual to be everywhere. But 
N.B.G.’s big staff could—and did 

“cover the waterfront.’ 
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TALK 


Federal Excise Tax on 
Soft Drinks Rumored 


There is a strong possibility that the Administra- 





tion, if unable to sell Congress either a manufactur- 
ers’ tax or a retail sales tax, may press for a broader 
system of excise taxes. Soft drinks, candy, gum and 
other low cost items of daily consumption are being 
mentioned with increasing frequency as likely to be 
included in any new excise taxes proposed. 

The Treasury’s insistence upon new sources of 
revenue stems from the fact that tax changes al- 
ready scheduled to start in January will mean an 
income loss of $1.3 billion during the current fiscal 
vear. Tax changes include a 10 per cent reduction 
in individual income taxes and expiration of excess 
profits tax on January 1. 

Although holdover members of Congress have 
heard on many occasions the reasons why a 20% 
soft drink tax is discriminatory, unfair and unpro- 
ductive, newcomers may be less familiar with the 
problems involved. In the weeks between now and 
the convening of the new Congress, bottlers in all 
parts of the country particularly those who 
know their new Senators or Representatives per- 
sonally ... may wish to explain the many disadvan- 
tages of a destructively high tax on a low-cost re- 


freshment product. 


Utica Public Schools Ban Soft 
Drinks and Candies 


Highlighting the need for constant vigilance 
against the milk producers, Sam Freeman of Free- 


man’s Beverages, Inc., reports a recent ban on soft’ 


drinks and candy sold in the Utica, N.Y. public 
schools. 


The new policy, backed by the Board of Educa- 
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tion, is already in effect and is designed to “protect” 
the children against the sale of candy and soft 
drinks while promoting the sale of milk. 

Efforts to arrange a meeting with the members 
of the local school board have been unsuccessful to 
date. This stalemate may be due in part to the fact 
that two of the members of the school board are 
dentists and that ten dental hygienists in the area 
have advocated the sale of milk or milk products 
rather than candy or soft drinks. 

Further complications in handling this problem 
have arisen with the issuance of a bulletin to all 
school principals and superintendents by the State 
Education Department’s Bureau of Health Services. 
This bulletin states that the ingestion of refined 
carbohydrates in one form or another is one of the 
most important factors in causing tooth decay. It 
erroneously concludes that since cavities among 
school children outrank all other defects, consump- 
tion of sweets presented a serious related problem. 


West Coast Has Can Container 
Discussions 


Throughout California meetings of bottlers have 
been held during the past month to discuss the can 
container question rapidly coming to a head. Both 
Nehi and Pepsi Cola bottlers, as well as other 
groups, have held meetings to discuss various 
phases of the can container problem. 

Four bottlers in the California area are already 
making use of cans as containers or are preparing to 
install the necessary packaging equipment. 

Belfast Beverages, Inc., San Francisco, has been 
successfully marketing their “Belfast” Root Beer 
in cans and experiments are now in progress for 


canning other beverages on their list. Another 


operation, The Shasta Water Company, San Fran- 


cisco, will soon be ready to test this type of con- 
tainer with the completion of their canning line. 
Abe Kanner’s Globe Bottling Co. at Los Angeles 
is also slated for an early marketing test in can- 
packaging their beverages. And, of course, White 
Rock Bottling Co., Los Angeles, is studiously push- 
ing White Rock in cans with the accent on savings 
in storage space, fast turnover, no deposit and bet- 
ter profits. 


Government-Created Sugar Shortages 
Seen Gouging the American Public 


Government-forced shortage of sugar, caused by 
restrictions on American production and foreign im- 
ports to keep prices high, is costing the consumer 
millions of dollars, according to State Representa- 
tive Charles L. Sandahl, Jr. who addressed Austin 
and Central Texas soft drink bottlers recenttly. 

This policy of creating artificial shortages, said 
Representative Sandahl, has forced more than 200 
small soft-drink beverage firms in Texas out of 
business and threatens the entire industry with 
forced price increases. Rep. Sandahl estimated that 
the price of sugar is about 2% cents a pound 
higher than it would be if the government quotas 
were set high enough to meet demand. 

Rep. Sandahl said while he didn’t advocate the 
basic principle of government subsidies, if the gov- 
ernment is committed to keeping the prices for 
American sugar producers high, it could pay the 
domestic growers the 24% cents per pound, which 
would total 115 million dollars and then base the 
quota on the demand, thus saving the consumer 
some 385 million dollars of the present high cost of 
sugar. 

Several of the bottling company executives 
present at the meeting agreed with Rep. Sandahl, 
pointing out that the price of sugar has doubled in 
10 years, and is the highest in history now except 
for a short period during World War I. 


All Non-Carbonated Drinks Now 
Taxable in Pennsylvania 


All non-carbonated beverages, sold in the State 
of Pennsylvania, are taxable on an equal basis with 
carbonated beverages, according to the ‘“Amend- 
ments to Sales and Use Tax Regulations” just 
issued by the state. 

tegulation 283 now reads as follows: 

Food Products——Under the list set forth in Regu- 
lation 283, Part (a) as exempt food products, delete 
“Beverage mixes (cool ade, lemon blend, etc. and 
“Fruit juice when combined with water to make 
a fruitade.’ 

Under the list set forth in Part (b) as taxable 
products, delete after ‘Soft Drinks’ the comma and 


soft drink extracts, or any non-alcoholic beverage 











containing carbonated water, and add before ‘Soft 
Drinks’ three asterisks (***), 

‘Soft Drinks’ include all non-alcoholic beverages 
made by combining water or carbonated water with 
natural or artificial flavor, color, or sweetening; soft 
drinks also include any extract, syrup, powder or 
other preparation which is sold at retail for use in 
preparing soft drinks, 

The new amended regulations became effective 
November 1, 1953. 


General Van Fleet Joins 
National Phoenix Industries 

General James A. Van Fleet (ret.) former United 
Nations Commander in Korea, and Commander of 
the U. S. 8th Army forces there, has joined the 
Board of Directors of National Phoenix Industries, 
Inc., and of Cantrell & Cochrane Corp., it was an- 
nounced by Walter S. Mack, president of both cor- 
porations. 

Through his election to the National Phoenix and 
Cantrell & Cochrane Boards, General Van Fleet will 
help direct the policies and programs of C & C 
“Super” soft drinks in cans. (C & C is a wholly 
owned subsidiary of National Phoenix.) 

National Phoenix Industries has just sold its sub- 
sidiary Mazda Oil Corporation, for cash at a profit, 
and will use the resulting funds for the erection 
of more manufacturing plants and expansion of 
the “Super” line in a speeded up program of na 
tional expansion. 


Coca-Cola and Pepsi-Cola 
Issue Financial Statements 

A 50 per cent increase in estimated net income 
after taxes for the first nine months of 1953, as 
compared with the corresponding period of 1952, 
is reported by the Pepsi-Cola Co., according to a 
recent announcement by Alfred N. Steele, president. 

Estimated consolidated net income after taxes of 
Pepsi-Cola Co. and its consolidated subsidiaries for 
the first nine months of 1953 was $4,780,000 or 83 
cents per share, as compared with $3,170,000 or 55 
cents per share for the corresponding period of the 
preceding year. 

Due to continuing foreign exchange restriction, 
the financial results exclude the British and Nether- 


lands subsidiaries of Pepsi-Cola Co. 


The largest nine-months’ gallon sales in the com- 
pany’s 67-year history were reported by H. B. 
Nicholson, president of the Coca-Cola Co. 

After provision for taxes, including excess profits 
taxes, and all other charges, net profit for the Coca- 
Cola Co. and consolidated subsidiaries was $23,037,- 
340 for the first nine months of 1953, compared with 
$22,180,744 for the first nine months of 1952. 

The first nine months’ earnings per common share 
were $5.39 in 1953, $5.19 in 1952. 











STATE CONVENTION SCHEDULE 





STATE CITY HOTEL DATES DAYS 
South Carolina Greenville Poinsett Hotel Dec. 2-3 Wed.-Thurs. 
Georgia Savannah Gen. Oglethorpe Dec. 6-7 Sun.-Mon. 
Missouri St. Louis Sheraton Dec. 6-7-8 Sun.-Tues. 
Kansas Wichita Hotel Broadview Dec. 13-14-15 Sun.-Tues. 
New Jersey Newark Robert Treat Jan. 8-9-10, 1954 _ Fri.-Sun. 
Massachusetts Boston Statler Jan. 11-12 Mon.-Tues. 
Arizona Chandler San Marcos Jan. 21-22 Thurs.-Fri. 
Alabama Mobile Admiral Semmes Jan. 24-25 Sun.-Mon. 
Colorado Denver Brown Palace Jan. 24-25 Sun.-Mon. 
New Mexico Albuquerque Hilton Hotel Jan. 28-29 Thurs.-Fri. 
Mississippi Biloxi Buena Vista Jan. 31, Feb. 1-2 Sun.-Tues. 
Calif.-Nevada San Francisco Palace Hotel Feb. 1-2 Mon.-Tues. 
Oregon Portland Multnomah Feb. 5-6 Fri.-Sat. 
Washington Tacoma Winthrop Feb. 7-8-9 Sun.-Tues. 
Texas Galveston Buccaneer Feb. 8-9 Mon.-Tues. 
Wisconsin Milwaukee Schroeder Feb. 8-9-10 Mon.-Wed. 
Montana Bozeman Baxter Hotel Feb. 12-13 Fri.-Sat. 
Indiana Indianapolis Antlers Hotel Feb. 15 Mon. 
Arkansas Little Rock Lafayette Feb. 15-16 Mon.-Tues. 
Tri-State 
(Ida.-Utah-Wyo.) Idaho Falls, Ida. Rogers Hotel Feb. 15-16 Mon.-Tues. 
Kentucky Louisville Brown Feb. 18-19 Thurs.-Fri. 
Wyoming Cheyenne Plains Hotel Feb. 20 Sat. 
IHinois Chicago Sherman Feb, 24-25-26 Wed.-Fri. 
Ohio Dayton Biltmore Hotel Mar. 1-2 Mon.-Tues. 
West Virginia White Sulphur Greenbriar Mar. 7-8-9 Sun.-Tues. 

Springs 
Michigan Grand Rapids Pantlind Mar. 8-9-10 Mon.-Wed. 
New York New York City Mar. 21-22-23 Sun.-Tues. 
Maryland Baltimore Emerson Apr. 3 Saturday 
Vermont Burlington Apr. 12 Monday 
Minnesota Minneapolis Radisson Apr. 19-20 Mon.-Tues. 
North Dakota Apr. 22-23 Thurs.-Fri. 
South Dakota Apr. 26-27 Mon.-Tues. 








Consolidated net profit for the third quarter of 
1953, after all charges, was $10,096,916, or $2.36 a 
share, compared with net profit for the same period 
of 1952 of $9,917,545, or $2.32 a share. 

A dividend of $1.00 a share plus an additional 
year-end dividend of $1.00 a share, both on common 
stock, were voted payable December 15, 1953, to 
stockholders of record at the close of business on 


December 1, 1953. 


Renew Demands for Realistic 
Sugar Supply Quota 


“Too little and too late,” was the reaction of in- 
dustrial sugar users to the announcement by the 
U.S. Department of Agriculture on October 13, that 
the 1953 sugar quota had been increased by 100,000 
tons. This action of the Secretary of Agriculture 
raised the supply quota for the year to 8.1 million 
tons. The figure is still 100,000 tons short of the 
amount which the previous Secretary announced 
last December as his estimate of probable domestic 
requirements for 1953. 

The industrial sugar users’ representatives based 
the “too little--too late’ comment on their own esti- 


mate that sugar distribution for the year may ac- 
ually exceed 8.3 million tons. At the same time, users 
point out, the USDA has made no provision to build 
up inventory shortages. Spokesmen for the sugar 
users, representing more than 90 per cent of the 
industrial consumption of sugar, repeated their re- 
commendation that the 1953 estimate of require- 
ments should include provisions for an additional 
300,000 tons as a backlog against strikes, disasters, 
or other interruptions in the normai flow of distri- 
bution, 


Foreman M. Lebold 


During the course of the recent A.B.C.B. con- 
vention, Morris Paper Mills, Chicago, IIl., manu- 
facturers of bottle-cartons, lost its president, Fore- 
man M. Lebold. Mr. Lebold succumbed on Novem- 
ber 11, after a lingering illness. 

At a special directors meeting held on November 
17, William H. Beckwith, formerly vice-president 
and general manager was elected president; A. G. 
Ballenger, formerly secretary-treasurer was elected 
executive vice-president; and Samuel N. Lebold was 
elected vice-president, secretary and treasurer. 
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* Bottled soft drinks ... food for thirst.” 


TWO YEARS BEFORE AIR CHANGED THE PRICE OF STEEL 


In 1875 the price of 


steel rails dropped to sixty-eight 
dollars a ton. This was the first year 
the Bessemer process of using air to 
drive out impurities in molten iron 
was used in this country. Yet two 
years before this we were making 
our first beverage bottles. 


A glass blower made only a few 


TRACE Mann EO 





hundred bottles a day then. Today 
each of our machines makes more 
than one every second. 

In the 8O years since we started 
supplying the beverage industry with 
bottles to protect the beverages 
America drinks, we have carefully 
tried to carry out the responsibility 
of keeping ahead of the held in con- 


BEVERAGE 


v 6 Par OFF 


tinuous improvement of beverage 
bottle quality. 

Take advantage of our 80 years’ 
experience to give your product the 
fine selling package it deserves... a 
sparkling Duraglas Salespackage. 
No one else can offer you the results 
of such long and broad beverage 
bottle manufacturing “‘know-how.” 


BOTTLES 


Look better-Last longer 
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BEVERAGE 
FILLING SYSTEMS 
IN DAILY OPERATION 


GEO. J. MEYER MANUFACTURING CO. 
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AIDMON BOTTLE & SUPPLY CO. 
AMERICAN COATING MILLS CORP. 
AMERICAN 76 CO. ...... 

ANCHOR HOCKING GLASS CORP. 
ARMSTRONG CORK CO. 

ARTKRAFT MFG. CO. 

ATLAS METAL WORKS ; 

ALSOP ENGINEERING CORP 
AUTOMATIC PUMP & SOFTENER CORP. 


B-1 BEVERAGE CO. 
BASKOWITZ BOTTLE CO. 
BERGHAUSEN CHEMICAL CO. 
BEVCO COMPANY 

BIRELEY’S ... 

BISON BOTTLE CO. 

BOTTLERS APPLIANCE CO. 
BOTTLERS APPLIANCES, INC. 
BOTTLERS SERVICE CORP 
BOX 1712 

BROCKWAY GLASS CO 
BROOKS PRODUCTS CO. 
BROUGH BOTTLERS SUPPLY CO 
BROWN MANUFACTURING CO. 
BUBBLE UP CORP. 

BUCKEYE COOPERAGE CO 
BUCKNER EQUIPMENT CO 


CANADA DRY GINGER ALE 
CARDOX CORP. 

CHAMPION VENDER CO 
CHOCOLATE PRODUCTS CO. 
CHOK-A-FIZZ PRODS. CO. 
CITRUS PRODUCTS CO. 
CLASSIFIED ADS 
CLOISTER LABORATORIES 
COCA-COLA COMPANY 
COCK 'N BULL, LTD. 
COLE PRODUCTS CORP 
CROWN CORK & SEAL CO 


DAD'S ROOT BEER CO 
DELISSER EXTRACT CO 
DIAMOND ALKALI CO 
DIEHL, S. ERVIN 
DODGE BROTHERS CORP 
DOSTAL & LOWEY CO 
DOUBLE-COLA CO 


ELLIS PAPERBOARD PRODUCTS 
ESSENTIAL PRODUCTS CO 


FILTER PAPER CO 

FIRSTENBERG BOTTLERS’ EQUIP. CO 
FLAVOREX CO. 

FOOTE & JENKS 

FROSTIE CO 


GAMSE LITHOGRAPHING CO 

GENERAL BEVERAGES 

GIDEON-ANDERSON CO 

GLENSHAW GLASS CO 

GOODY CO. 

GREEN RIVER CORP. 

GRUENDLER CRUSHER & PULVERIZER CO 


HIRES CO., CHAS. E. 
HYGEIA FILTER CO 


INFILCO INC 
INTERNATIONAL HARVESTER CO 


JACOBOWITZ CO., CHARLES S 
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KELVINATOR DIV., NASH-KELVINATOR CORP. ...... 


KOHNSTAMM & CO., H. . 
KOHNSTAMM, INC., V. & E. 


LADEWIG CO., ARCHIE 
LEWIS SHEPARD CO. 
LIBERTY GLASS CO. 
LIQUID CARBONIC CORP. 
LO-CAL SALES CO 


MAGLINE, INC. 

MARBERT PRODUCTS 
MASON & MASON 
MATHIESON CHEMICAL CO. 
MEYERCORD CO. ...... 
MEYER MFG. CO., GEO., J. 
MILLER HYDRO CO. .. 
MORRIS PAPER MILLS 
MUNDET CORK CORP. 


NAPPE-SMITH MFG. CO. 

NATIONAL NUGRAPE CO. 

NATIONAL REJECTORS 

NAVENCO MFG. CO. .. ; 
NESBITT FRUIT PRODUCTS, INC. 
NIAGARA BOTTLE WASHER MFG. CO. 


OAKITE PRODUCTS 

OHIO BOTTLE & SUPPLY CO. 
OLD FASHION 
OWENS-ILLINOIS GLASS CO 


PENN BOTTLE & SUPPLY 
PENN CORK & CLOSURES 
PEPSI-COLA CO. 

PERMUTIT CO. 

PERRY EQUIP. & SUPPLY CO. 
PFIZER & CO. CHAS. 

POTTER & RAYFIELD 


REFINED SYRUPS & SUGARS 

RELIANCE LEAD SOLDER & BABBITT CO. 
RIVER RAISIN PAPER CO 

ROSS LABORATORIES 

ROYAL CROWN COLA 


SALIENT FLAVORING CORP 
SCOVILL MFG. CO 
SETHNESS PRODUCTS CO. 
SEVEN-UP CO 

SHARP & CO. 

SIGNER BOTTLE SUPPLY CO 
SPACARB nae 
SPECIAL ANNOUNCEMENTS 
SPECIALTY ENGINEERING CO 
SQUIRT CO. 

S & S PRODUCTS CO. 
STANDARD CONVEYOR CO 
STANGE, WM. J. 

STERWIN CHEMICALS 

SUN SPOT CO. OF AMERICA 


THATCHER GLASS MFG. CO 
THEALL & PILE 

TREEN BOX CO 

TRU-ADE 

TWITCHELL CO., S 


VAN AMERINGEN-HAEBLER 
VIRGINIA DARE EXTRACT CO 


WARNER-JENKINSON MFG. CO 
WAUKESHA FOUNDRY CO 
WHITE MOTOR CO 

WHITE ROCK CORP 
WILLIAMSON & CO., D. D 


YALE & TOWNE MFG. CO 
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...and the YALE attachments designed for your industry 


Crate clamp attachment also 
available with sideshifter. 


Pusher attachment for auto- 
matic positioning of loads. 


Paper roll clamp attachment 
rotates through a full 360°. 





we 


ie 


YALE 
MATERIALS 


HANDLING 
EQUIPMENT 


"Reg. in U.S. Patent Office 


The rugged structure of every YALE Electric Truck is 
designed to house the most efficient power plant avail- 
able...to insure more than ample capacity for your 
particular lifting, moving and stacking jobs, The 
trouble-free Yate hydraulic system provides sure, 
steady power for safer, smoother lifting and lower- 
ing. Yet, with all these advantages...with power and 
stamina to spare... YALE Electric Trucks are economi- 
cal to own, operate and maintain... amazingly versatile 
for every materials handling problem. 





--3---------- ( MAIL THIS COUPON TODAY ) ------------~; 


The EZYU ELT Manufacturing Co., Dept. 5611 
Roosevelt Blvd. & Haldeman Ave., Phila. 15, Pa. 
C) Please send me the Picture Story of Yale 
Materials Handling Equipment 





[) Please have local YALE Representative call 


Company 7 
Name Title 

Street City State 

In Canada write: The Yale & Towne Manufacturing Company 


St. Catharines, Ontario, Canada 


Gas, Electric, Diesel & LP-Gas Industrial Trucks * Worksavers * Hand Trucks * Hand & Electric Hoists * Pul-Lifts 











The White Rock Girl! 


First, you get all five of the basic ingredients of a really 
successful, profitable, and smooth-functioning franchise. 





~ 


» An established brand name. (Unquestionably, one of the 
best-known, best-respected names in the bottling business.) 


he 


» Scientific quality control. (Meets highest standards.) 


od 


» Strong advertising support. (An advertising campaign 
custom-tailored to suit each local market's competitive 
conditions. Point-of-purchase, too!) 


4. A world-renowned trademark. (Everyone knows her!) 
5. A really substantial profit margin. (That's a vital fact!) 


Yes, White Rock has an attractive franchise arrangement 
that offers a once-in-a-lifetime opportunity for alert, 
profit-minded bottlers. 





ALFRED Y. MORGAN, PRESIDENT, WHITE ROCK CORPORATION, 350 FIFTH AVENUE, NEW YORK 1, NEW YORK 


WHITE ROCK SPARKLING WATER—PALE DRY GINGER ALE 














The Can Presents 
‘A Dilemma... . 





by A. C. SCHWARTZ, 


Eastern representative, Glenshaw Glass Co., Inc. 





(My friend Bob is representative of the small 
and medium-sized bottlers who predominate in our 
industry, forming its backbone. He operates in a 
typical American community of some 200,000 people, 
sells about 120,000 cases annually, owns his modest 
plant and building and may be found at his soaker, 
filler, loading a truck, handling sales, mixing syrup 
or performing any of the myriad tasks around his 
shop. Therefore the following correspondence is 


widely applicable.) 


Dear Al: 

“Someone once defined a dilemma as a situation 
in which, no matter how you turn, it’s not so good. 
Like many other bottlers the tin can has me in a 
dilemma. Now is the time for all good supplymen 
to come to the aid of their customers. Being in the 
bottle business you may be prejudiced; but your 
objective appraisal of the non-return bottle some 
years ago, in the National Bottlers’ Gazette and our 
vears of friendly business relationship induce me 
to put the $64 question to you... . What can I do 
about cans? 

“Conversion would require heavy indebtedness. 
A separate can operation is out ef the question. 


Conversion means the use of crown-capped cans 
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which may be obsolete before I get started. Con- 
verting from bottles to cans and back again, as 
required, would waste too many production hours, 
at union rates ... and yet, I don’t want to lose sales. 


“If this isn’t a dilemma, I never heard of one.” 


Sincerely yours, 
BoB 


Dear Bob: 

“What surprises me most about your letter is the 
unnatural note of urgency and hysteria. You, too, 
want ‘to be there the fustest with the mostest.’ 
The Germans tried that in two world wars and 
proved that ‘Haste makes waste.’ You sound like 
a razor-blade manufacturer when the electric shaver 
was announced; but have you seen the figures on 
the blade sales lately? You could retire in luxury 
if you had one dime for every radio sold since TV. 
Pondering the effect of cans upon our business is 
good mental exercise, but you get better exercise 
by digging for facts than by jumping to conclusions. 

“Beer bottle sales for 1939 were 2,340,000 gross. 
In 1941, our last peacetime year it was double, 
4,600,000 gross. We’ll skip the war years with their 
can restrictions and look at 1950 with 6,400,000 
gross. In 1952 it reached 11,200,000 gross exceeding 
all but one of the war years. These figures include 
both returnable and non-returnable bottles. I am 
told that cans represent 24°, of packaged beer sales 
now. If we sold 41% times the number of bottles 
in 1952 than in 1939 the per capita consumption 
of packaged beer must have had a fine increase, 
due to the intensified promotion of all these con- 
tainers. I expect that will happen in the beverage 
industry, too. 

“How long will it take for cans to reach 24% of 
the beverage total? For one thing, the cost of the 
can represents a much greater proportion to the 
price of a bottle of carbonated beverage than it 
does to beer. Another point is that many of our 
customers are women, who are more economical 
and children who are more susceptible to the visual 
appeal of beverage colors and the esthetic appeal 
of glass. 

“A greater percentage of our packaged bever- 
ages are consumed at point of purchase. It is folly 
to expect the operator of such establishments to 
absorb 3c or more per drink for the pleasure of 
accumulating tin. They have been getting all that 
the traffic can bear for contents, anyway. 

“The opinion that the housewife will pay more 
for the convenience of the can may be, to a large 
extent, wishful thinking on the part of dealers 
who would rather not handle returnable bottles. 
Supermarkets were founded upon savings to the 
shopper. They still operate on that fundamental, 
and if you doubt it, read their ads in today’s news- 
papers. Does this square with 6 cans for 58c in 
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{ee why... 


this crown speeds production 


Feel the underside of an Armstrong’s “Hi-Speed” Crown, Notice there’s no 
rough burr. That one simple fact is largely the key to why these crowns are 
able to cut downtime and give you greater production. 

Their burr-free underside minimizes skips and hang-ups that slow line out- 
put. It cuts down friction in chutes and helps keep crowns flowing smoothly 
into position in each crowning head. 

See for yourself how Armstrong’s “Hi-Speed” Crowns can help boost pro- 
duction. Your Armstrong representative will be glad to give you further de- 
tails and help you arrange for a performance test on your own lines. 


Contact him today or write Armstrong Cork Company, Glass and 





Closure Division, 5511 Coral Street, Lancaster, Pennsylvania. 


Armstrong’s Hi-Speed Crowns 


Western Representative 
JOHN MULHERN CO. 
San Francisco 24, Los 
Angeles 23, Seattle 9 
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“WHAT 


FLAVOR 
MISTER?” 


Just name it and you'll get it! — 
shipped quickly from House of 
Twitchell .. . home of over fifty 
quality extracts. 


And out of those fifty-some 
Twitchell flavors, we want to re- 
mind you of such special winter- 
profit producers as... 


QUININE TONIC FLAVOR 


. Cash in on the gin and tonic 
bandwagon and bottle this one 
it’s unsurpassed by any brand. 


CLUB SODA SOLUTION 
.. with a carbonation fortifier. It 
costs less to make, allows greater 
profit per case. 


BLACK CHERRY 
a fruit extract with other 
natural flavors added it doesn’t 
require “imitation” label. 


7 LEMON 


.. « Choice Messina lemons and 
premium West Indian limes blend 
to give the best in lemon flavor. 


22 DRY GINGER ALE 
- » « & modern, delicious 2-02. 
extract... a highest quality flavor 
it’s bound to prove profitable! 


IWiyt 


Lan 








S. ‘PP EIOLL COMPANY 


ea 
e 


% S@4@ yeors of s@orvice toe bettiers 


CRESTMONT AND HADDON AVES. ®e® CAMDEN 4, N. J. 





preference to 6 bottles for 49c, of which 12c is 
refundable deposit, or a net of 37c? Are not the 
food markets susceptible to competition which will 
feature this economic fact? Will they not have 
to consider the much narrower markup on canned 
beverages? Can they ignore the increased store 
traffic induced by the return of bottles, for deposits 
which become the nucleus of further sales? 


“Now, let’s take a look at the non-returnable 
bottle. It has most of the advantages claimed for 
cans. If it lacks any they are balanced by the visual 
and other advantages of glass. A carton of 24 non- 
returnable bottles costs 14¢ to 18c¢ less than a carton 
of 24 cans. That’s a comfortable margin for extra 
promotion and advertising, better dealer mark-up 
or savings to the consumer. 


“Note that I do not base my conclusions on the 
inability of cans to contain beverages satisfactorily. 
I understand the problem has been in the hands of 
the technicians for some years, and while an over- 
night solution is unlikely, the beverage can should 
be perfected eventually. I don’t doubt, for one 
moment, that cans will achieve a share of beverage 
sales; but at a slower rate than in the beer busi- 
ness. However, their promotion added to the pro- 
motion they will stimulate among bottlers will sky- 
rocket per capita consumption far beyond the per- 
centage they absorb. I think that is a fair con- 
clusion we can draw from the razor blade, radio 
and brewing industries. 


“You may have gathered, Bob, that I think you 
have all the tools you need right now to meet the 
sales “threat” of the can; but your most important 
one will be Promotion. The world will NOT beat 
a path to your door, no matter how good a mouse- 
trap you build. You’ve got to advertise it! Chris- 
tianity is 2000 years old but I notice they still 
ring the church bells. 


“You are equipped to offer the ultimate in refresh- 
ment in the most economical package; but you’ve 
got to convince Mr. and Mrs. America. We cannot 
remain complacently upon the upholstery we were 
born with while the canners promote as they have 
down my way. You, your brother bottlers, the 
supply houses, the trade associations—all must co- 


operate. 


“It is a project that is long overdue, and requires 
the unity of National leadership. While our prime 
message to the public should stress the quality 
and economy of the refreshment we offer, we can 
also add to our industry promotion the encour- 
agement of empty bottle returns and the com- 
batting of unfavorable attacks on our products. 
If we tell America we have no dilemma.” 


Sincerely yours, 
A. C. SCHWARTZ 
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"VirsintaDare GINGER ALES 


It’s time for entertaining time... party time...Ginger Ale 
time! Here’s the season of the year that can mean real ginger 
ale volume... with the right ginger ale! Virginia Dare Ginger 
Ales offer you double the sales potential because the real Jamaica 
Ginger makes a great soft drink by itself...and makes for 
heavy volume in your bar and tavern market as a mixer. Today’s 
the day to contact your Virginia Dare Representative for the 
Virginia Dare Profit Story. 
VIRGINIA DARE GINGER ALE #100 

The Franchise Ginger Ale Smacking of real Jamaica Ginger. 
VIRGINIA DARE GINGER ALE #88 i 

Ginger Ale with a bit of a bite. VIRGINIA DARE 
VIRGINIA DARE GINGER ALE #50 CLUB SODA 


A delightful, well rounded flavor. 19th HOLE 


Virginia Dare’s 
popular club soda. , 
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MIRGINIADARE enous ove 


Bush Terminal Building No. 10 Brooklyn 32, New York 
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THE COVER PICTURE 


Signaling the start of the Convention— 
Exposition, A.B.C.B. President E. Robt. 
Anderson cuts the tape, watched by 
Jim Vernor, first national president and 
Tom Baker, of the headquarters staff. 
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THE TOP BRASS... 


In good humor at the end of a very successful convention, and smiling their thanks for 


election to the top offices of A.B.C.B. are, left to right, John J. Riley, Secretary: Joseph F. 
Nerney, Vice-President; E. Robert Anderson, President, and Joseph Lapides, Treasurer. 





PRICE, DEPOSIT AND CONTAINER 
PROBLEMS DEBATED AT CHICAGO 


q x revisiting for the fifth time the city in which 
it was born (1919)—-Chicago—the Convention-Ex- 
position of the American Bottlers of Carbonated 
Beverages, held Nov. 9-12, provided a many-faceted 
picture of an industry’s growth and development in 
34 years. When A.B.C.B. was conceived, the indus- 
try was producing 169,100,000 cases a year. Now it 
is manufacturing 1,132,550,000 cases annually. Per 
capita consumption then was 38.4 bottles—-today, 
it is 174 bottles. It is significant to note, too, that in 
1919 there were 5,194 bottlers operating throughout 
the country, and today there are 5,905. 

The nearly ten times increase in the quantity of 
its products, from practically the same number of 
operating units, was pointed up by the types of dis- 
cussions and addresses heard at the convention, and 
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These issues discussed by 
all but two speakers, and 
Forum Session is entirely 
devoted to them. Bottlers re- 
port good year and are 
optimistic about the future. 


the size, extent, and variety of equipment, supplies 
and services shown at the giant exposition. Since 
the omnipresent N.B.G. staff was in attendance at 
all convention sessions, special meetings and sup- 
plementary activities, and individual staff members 
were parties to dozens of private conversations, the 
emphasis put by the convention on packaging, pric- 


ing, new types of products, deposits, and other fac- 
tors proved that not only had the industry made 
substantial progress in the past 35 years, but that 
it was now entering on a new and virile stage in 
its evolution as a most important part of the coun- 


try’s food industries. 
Bottler Attendance Under 2000 


The widest exchange of news, views, opinions and 
criticisms of the subjects just mentioned was made 
at the mid-point of the convention, when 1,500 of 
the bottlers and supplymen participated in an open 
forum panel discussion headed by nine bottlers and 
a State association secretary. Because of its import- 
ance, the Forum session has been fully reported 


elsewhere in this issue, beginning on page 11. 
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Bottler attendance at the Chicago conclave was 
smaller than that registered in 1952 in Atlantic 
City. 1,718 bottlers, of which 1,458 were members 
of the national association, were recorded as dele- 
gates, as compared to last year’s total of 2,401. 
Since most of them attended the three business ses- 
sions, each meeting had a big audience. As noted 
before, the attendance at the session which in- 





Top—representation from most of the States was present 
at the annual conference of the presidents and secretaries 
of the State Associations. Center—N.B.G. Business Man- 
ager S. R. Kaplan hands a crisp five dollar bill to Ted 
Maki, City Bottling Co., Duluth, Minnesota, his prize for 
picking up a Lucky Book. Several hundred such prize 
copies were distributed throughout the hall. Bottom—it 
took a large staff of girls to register more than 4,000 men 
and women on the first day of the convention and exposi- 
tion. There were visitors from such far away places as 
China, India, Bermuda, Canada, South America and 
Great Britain. 
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cluded the panel discussion on current problems 
was so large that the SRO sign was put out, and 
dozens of people stood throughout the entire pro- 
ceedings. This was also a more vocal and by far, a 
more optimistic and forward-looking audience than 
that which participated in the similar event last 
year. At that time, the big issue was prices, with 
the industry still under price control (suspension 
of control was announced by OPS during the course 
of the 1952 convention). The disposable container 
for soft drinks—both bottle and tin 
moment last year, and the dietetic-type beverages 
had just made their appearance, and were being 
watched with interest. 


was of no 


Many Things Considered 


With the Chicago Convention, however, a very ap- 
parent change in these situations was evident. The 
subject of the disposable container was the chief 
topic of debate at the Panel session. It cropped up 
in three of the five major convention addresses. The 
great increase in the production and consumption 
of non-sugar drinks and other specialty products 
packaged in non-returnable bottles also made it an 
almost universal topic of comment and opinion. 

These were not the only things under consider- 
ation in Chicago, of course. Such topics as sugar, 
its high price and low supply; the need for better 
pricing; ways and means of furthering bottle re- 
turns, including increased deposits and education of 
consumers and dealers; adverse anti-industry pro- 
paganda; the development of the industry’s organ- 
izations; all these were brought to the fore at the 
major convention sessions, some in rather complete 
detail. 

At the so-called special meetings—-the workshop 
sessions of the convention—the production and sales 
problems of the soft drink industry were fully cov- 
ered by eighteen speakers and discussion leaders. 

Through the medium of its standing committee 
reports, A.B.C.B. also sought to inform its members 
on the status of national legislative activities; the 
development of its technical services, including 
various phases of beverage production and the oper- 
ations of its field laboratory; the work of the re- 
search and public relations committee which has the 
all-important task of formulating plans and methods 
of combatting anti-soft drink propaganda; the work 
of the national association, in association with other 
industrial users, in bringing about a better sugar 
supply and hence a lower price, and other projects. 

The exposition, too, which is pictorially reported 
in 22 pages in this issue, was certainly worth the 
time and attention of all bottlers, even though the 
heavy bottling machinery was absent under the 
policy adopted by the Beverage Machinery Manufac- 
turers Association years ago. This organization, in- 
cidentally, at the conclusion of a meeting of its own, 
issued a statement in which it announced its unani- 








President E. R. Anderson (at microphone) introduced the 
elected officers and Board Members to the audience. Left 
to right, they are new members T. L. Wilson and Ralph 
Webb; re-elected Board members E. A. Bostrom, A. B. 
Hatcher and Frank E. Snell, Jr.; newly-elected Vice-Presi- 
dent Joseph F. Nerney and Treasurer Joseph Lapides. 





A.B.C.B. ELECTIONS 
OFFICERS: 


e President—E. Robt. Anderson, Rochester 
Coca-Cola Bottling Co., Rochester, N. Y. 

e Vice-president—Joseph F. Nerney, Pequot 
Beverage Co., Attleboro, Mass. 

¢ Treasurer—Jos. Lapides, Pepsi-Cola Bot- 
tling Co., Baltimore, Md. 

¢ Secretary—]J. J. Riley, Washington, D. C. 


EXECUTIVE BOARD: 
e T. L. Wilson, Royal Crown Bottling Co., 
Charleston, S. C. 
® Ralph Webb, Royal Crown Bottling Co., 
Columbus, Miss. 
e E. A. Bostrom, Coca-Cola Bottling Co., 
Grand Fords, N. D. 
e A. B. Hatcher, Top Rock Bottling Co., 
Charleston, W. Va. 
Frank E. Snell, Jr., Coca-Cola Bottling Co., 
Jacksonville, Fla. 


NEXT YEAR: 
¢ Convention-Exposition, Philadelphia, Pa. 
¢ Dates—November 15 to 18, 1954 











mous agreement to put on the biggest and best 
machinery show ever held, in 1954, in Philadelphia. 
“We will do everything in our power to show the 
latest developments in machinery to the soft drink 
bottler. We will also offer him all the combined 
technical assistance at our disposal” said President 
George R. Pryor. 


The Major Speakers 

The first major speaker on the convention pro- 
gram was a national figure in the political field 
the Hon. Everett M. Dirksen, United States Senator 
from Illinois—the man who in the same hall last 
July placed the name of the late Senator Taft into 
nomination for President of the United States 
A.B.C.B. President E. Robert Anderson, who pre 
sided at the convention sessions, in his presentation 


of Senator Dirksen, had the distinction and honor of 
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reading a congratulatory telegram forwarded by the 
White Hou as follows: 

“President E. Robert Anderson, c/o John J. Riley, 
Secretary merican Bottlers of Carbonated Bever- 


ages, Hote) Sherman, Chicago. I am happy to send 
greetil nd best wishes to those attending the 
35th al | meeting of the American Bottlers of 
Carbonated Beverages, and my felicitations to your 


organization on its efforts to improve such import- 
ant tools of American industry as trade promotion, 
employee training, laboratory research, and man- 
agement clinics. It is likewise a great satisfaction 
to learn of your encouragement of international 
trade, which in its total sense is of significance to 
America’s future. May your conference be profitable 
and interesting to each of you. Signed, Dwight D. 
Eisenhower.” 

Senator Dirksen made what he himself frankly 
termed a “political” speech. “It isn’t necessary to 
become partisan,” he said, “but in the interest of 
truth you cannot escape the things that you see in 
government.” He told his audience that he is dedi- 
cated to a theme on which, “to the end of my days 
I'll be going up and down this country preaching the 
gospel of a more real and spiritual atmosphere 
which makes possible the gains and advancements 
and the progress of America. That is the climate of 
freedom. It is the greatest commodity— it is the 
greatest thing that has been vouchsafed to us by 
God Almighty. When we lose it—if we do, then we 
begin to write the epitaph for American progress.’ 

In assessing the forces that could destroy freedom 
in the country, he declared the first is incompetent 
people operating in the government. He pointed out 
that the present administration is making a definite 
effort to induce brains into government, jokingly 
remarking that while it was true that the Ejisen- 
hower cabinet consisted originally of 8 millionaires 





Two distinguished visitors from England in attendance at 
the A.B.C.B. National Exposition held in Chicago, were 
W. John Sturgess, president, and Kenneth Penn, secretary 
of the National Association Soft Drink Manufacturers Ltd., 
London, Great Britain's national association of bottlers. 





and a plumber that ‘‘the millionaires were that way 
before they got into government and that makes 
quite a bit of difference’. He vigorously defended 
the administration’s weeding out of “moral and 
spiritual cripples who get into government”. 

“That is the way to destroy freedom” he declared: 
“Let people who have a peculiar ideology in their 
minds infiltrate into high positions in the govern- 
ment, and there let them work at cross purposes 
with the freedom of America and seek to bring 
about the subversion of this country”. 

There is still another way to destroy freedom, he 
said and that is to ignore the Constitution. “I think 
it has been one of the great anchors and safeguards 


of American freedom, and so long as we respect it, 
we can count upon that great document, so deeply 
integrated into the American tradition, to be the 
foundation from which every effort to save our free- 
dom will be made’’. 

One of the most important tasks of the new ad- 
ministration, he said, was to achieve a national 
economic balance, to stop the rise in the public 
debt, now $270,000,000,000, and to begin to reduce 
it. Already, he pointed out, the President and Con- 
gress have sliced over 12 and one-half billion dollars 
out of the last Truman budget. He forecast that this 
would be only the forerunner of other moves to 
bring financial stability back into the Federal Gov- 
ernment. 


Bottler Addresses Session 


The second speaker on the same session of the 
convention was a bottler—Ivan A. Nielson, manag- 
ing partner of the Nehi Beverage Co., Los Angeles, 
California. Mr. Nielson, who started in the business 
15 years ago, as a route salesman for a Los Angeles 
plant, and who achieved a national reputation for his 
interest in and work with small local associations, 
detailed his philosophy on the importance of such 
groups before the Chicago audience. 

“We all know what local, state and national as- 
sociations are and what they stand for—more than 
that we believe in them or we would not be spending 
our time and money to be in attendance (here to- 
day). The more I think about it, however, the more 
it seems to me that this is perhaps the basis of all 
our problems—too many bottlers with too many 
mixed emotions—the bottler who belongs (to an as- 
sociation—but seems to believe in letting George do 
all the work—the bottler who is so interested in 





REPORTING TO A.B.C.B. 


Making appearances before the convention audiences 
were, left to right, Sugar Committee Chairman Wilbur 
Glenn; Treasurer Joseph Lapides; Secretary John J. Riley; 


and Special Meeting speaker Harry Volckening, who de- 
scribed new developments in bottle brushes and rinse 
spindles. 





10d 





National Bottlers’ Gazette 








November, 1953 


THE MAJOR CONVENTION SPEAKERS 


A nationally-known political figure, and four men prom- 
inently identified with the soft drink industry. spoke to 
the bottlers at Chicago. Senator Everett M. Dirksen (left) 
told the bottlers that the present Federal Administration 
was doing a fine job of cleaning up the mess in Wash- 
ington; William “Bill’’ Gove (left, center), one of the na- 
tion’s top salesmen, informed his audience that the way 
for a salesman to make sales was to give service; Coca- 
Cola President H. B. Nicholson (below center) candidly 
discussed current industry issues, such as prices and de- 
posits; Bottler Ivan A. Nielson, (bottom left) demon- 
strated the effectiveness of cooperation, in local bottlers’ 
associations, with the use of a few novel props; and 
William E. Mankin, (bottom right) Grapette Company 
Public Relations Director, was critical of the bottlers’ 


approaches to their solutions of some of their problems. 








watching his competitor’s boat go down that he fails 
to see the sinking of his own—the bottler who is 
either too big or too small to be bothered—the bot- 
tler who advocates the rule, but believes he should 
be the exception to it—the bottler who believes that 
he shall long be allowed to maintain an unfair ad- 
vantage over his fellow bottlers, whether it be a 
price advantage or otherwise—the bottler who be- 
lieves there are short cuts to success other than 
hard work, merchandising, quality of product and 
advertising—in other words, the bottler who be- 
lieves, even as you and I, but whose actions belie 
his professed beliefs. 

“If we can resell ourselves on the true value of 
our local associations, and the unlimited things we 
can accomplish through real cooperation with each 
other, we will have something that will make us 
each want to become a part of the answer and not 
of the problem. We will really be accomplishing 
something. 

He likened the local association and its work as 
being structural engineering applied to already 
good material and to emphasize his points, used a 
few simple props, employing cardboard, toy auto- 
mobiles and three prosaic plumbers’ plungers. “‘The 
sooner we realize that Uncle Sam is the major stock- 
holder in all of our plants, and we are, therefore, all 
partners rather than competitors, the sooner we 
shall start to cooperate and grow”. 

Coca-Cola President on Program 

The bottlers were extremely interested in the re- 
marks made by one of the top level executives of the 
industry—-Hammond B. Nicholson, president of the 
Coca-Cola Co., Atlanta, Georgia, making his first 
appearance on a national convention program. 

“The public has come to accept soft drinks as an 
integral and every day part of American life’, Mr. 


oer 


Nicholson declared. “The soft drink industry is big 
business, but big business with a big difference. 
Wherever you find bottling plants throughout the 
country they are generally individually owned and 
operated by local people. Mule-and-wagon distance 
defined a bottler’s territory in the old days and it 
resulted in a healthy decentralization that still 
exists. Thus the industry creates work in the in- 
dividual communities, and spends the money it. 
makes right there. Bottlers of soft drinks and em- 
ployees are respected citizens. There is no finer 
example of the reciprocal aspects of free enterprise 
than that found in the soft drink industry”. 

Mr. Nicholson pointed out that the inter-depend- 
ence of our industry with other industries and the 
easy access to bottling facts and figures have not 
removed competition, but heightened it. He con- 
stantly referred to the free flow of information and 
the improved standards of business practice which 
have opened up frontiers in this business that were 
undreamed of 50 years ago. 

“One thing about this industry that forever en- 
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thuses | pody connected with it is the absence 
of any d able saturation point now and in the 
future ill depends on how good we are a sales- 
man”. $ ly increases in population, an expanding 
middle s of income earners, ever-increasing 
family omes, fuller education and appreciation 


of the good things of life, more free time and facili- 
ties for enjoying it, all these and other factors, he 
said, have created a perfect selling climate for soft 
drinks. “Whatever technological changes we encoun- 
ter in this industry, whatever new developments in 
marketing techniques come up, they must all be 
geared to making more sales of soft drinks. Expan- 
sion is always the keynote’. 


Speaking of the industry as a whole, he said: “I 
know we have problems. Problems, difficulties and 
hardships are the essence of progress, as. all 
pioneering American businessmen know. But we 
have learned to make stepping stones of obstacles 
and to turn problems to opportunities. 


“Before us today are such intricate problems as 
price structures—-packaging as to size, color and 
appearance—tin vs. glass—drinks with or without 
sugar or vitamins or artificial sweeteners—choice 
methods of dispensing 
to the customer, bottle or bulk and so forth ad infini- 


of flavors, one or multiple 


tum. I cannot discuss or debate the pros and cons 
of all these subjects, at this time or place, but brief- 
ly, I do say this: All these things will find their 
level in our competitive system of free enterprise”. 

He indicated that the public and not the bottler 
will decide his choice of flavors, containers, prices, 
types of beverages and means of distribution. 


Future Predicted 


Giving due credit to the past for the experience 
and background it provided, William E. Mankin, 
Public Relations Director for the Grapette Company, 
Camden, Ark. another major convention speaker, 
based his talk on the future of this industry “be- 
cause that is where we are going to spend the rest 
of our lives”. Mr. Mankin filled his talk with facts 
and figures concerning competitive products, our 
own industry’s growth and development, and with 
measured observations on where the best possibili- 
ties for the expansion of sales of soft drinks lie. 

Concerning canned beverages, he said: ‘‘Many 
bottlers have been disturbed by the advent of some 
new canned soft drinks in a few markets. Sales in 
the east have been encouraging to the packers, who 
plan to expand their canned business next year. It 
is difficult to estimate the future of canned soft 
drinks that must sell through chain supermarkets 
at 6 for 4lc in 6 ounce sizes; 6 for 59c in 12 ounce 
size. The high price will restrict volume consider- 
ably. Six-ounce cans will probably be dropped after 
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this season because of high production costs and 
resultant high selling price’”’. 


In making a series of predictions, he advanced 
the opinion that fruit flavors, root beer and special 
flavor items will win an ever-increasing share of 
the total volume; that prices at wholesale will be in- 
creased universally, not to a common level, but to 
levels proportionate to the size of the containers 
sold; that a 10c retail price will soon become com- 
monplace instead of exceptional; that profits for 
bottlers will be increased because of higher prices 
and greater volume; that net profit will never be 
as high again as in pre-war World War II days, and 
that our advertising and promotional activities will 
be steadily increased. 


He further predicted that deposits are likely to 
increase, as would buyer and consumer resistance 
to returnable bottles. Possibly, he said, one solution 
to our packaging problem would be a one-way bottle 
for splits. ‘This will become possible as our prices 
increase and the price of non-returnable bottles de- 
creases,” he said. Or the answer may lie, he declared, 





The Carbonated Beverage Manufacturers of Illinois, as 
host association to the convention, staged a breakfast for 
members and invited guests. Shown addressing the group 
is A.B.C.B. President Bob Anderson. Major speaker was 
Tim Sheehan, Illinois bottler and U. S. Congressman. 





in an unbreakable returnable bottle, possibly made 
by fusing glass and plastics or some presently un- 
known substance. He pointed out that 25 to 40% 
of the American families do not now purchase soft 
drinks and in that there is a tremendous market 
potential for an increase in sales. 


It is almost impossible to digest the address 
made by William H. Gove, sales development man- 
ager of Minnesota Mining & Mfg. Co., St. Paul, 
Minn. Mr. Gove, who is nationally-known as one of 
America’s top salesmen. He is equally well-known 
for his inspirational addresses on salesmanship, re- 
lated an imaginary conversation between himself 
and his three-and-a-half year old son Billy, who at 
the age of twenty would come to him for advice be- 
‘ause he was going into the selling field. He gave 
no high-falutin’ maxims; no profound advice; no 
sage observations. He just told in plain words what 


makes a buyer want to buy and how a salesman can 
encourage him to sign the order. And he loaded his 
talk with enough humor to keep the auaience in al- 
most constant laughter. 


President Sets Keynote 


President E. Robert Anderson, in making his an- 
nual report, set the keynote for the convention when 
he said: “We have an entirely new set of problems 
(in 1953). In a great many places, the price and 
deposit schedule is completely different from what 
it was, even a few years ago. New types of bever- 
ages are in the field—and in new containers. Most 
important is the change in the pattern of the in- 
dustry itself ... in order to keep pace in this jet- 
propelled age, the soft drink industry must take ad- 
vantage of the newest and most modern methods.” 


In his report, Secretary John J. Riley gave special 
emphasis to the problem which is propaganda “not 
so pure and not so simple” and which is adverse to 
the interest of bottlers and their industry. 


“It has become clear that we are engaged in com- 
petition not only for the favor of the consumer in 
his selection of soft drinks in preference to other 
products, but we are also confronted with the efforts 
of those not directly connected in trade or industry 
to promote their own particular views as to what 
the American consumer should eat or drink and to 
direct consumer thinking on those things,” he said. 


An associated meeting which was directed at the 
top level of the State associations was the Presi- 
dents and Secretaries conference. Programmed in 
its usual place, it became the first official event of 
convention week. The meeting, attended by the offi- 
cers of over 35 state associations, trade press rep- 
resentatives, and invited guests, heard an account 
of conditions in the soft drink industry in Great 
Britain, given by the secretary of the national as- 
sociation there, a rather technical discourse on the 
caries controversy, and the bottlers present also re- 
viewed briefly some of the current matters in the 
industry today. A more detailed account of this 
conference is published on page 15. 


The total attendance at the Chicago conclave was 
5,311, which was about 1700 under last year’s figure. 
As previously reported, there were 1,458 A.B.C.B. 
members; 260 non-members; 183 guests; 57 foreign 
visitors; 2,255 exhibitors; 109 non-exhibitors; and 
989 ladies, as compared with last year’s 1,449. The 
ladies were treated to their own entertainment 
program, including luncheons, a fashion show, a tour 
of the city and attendance prizes distributed by 
A.B.C.B. on the last day of the exposition. 

In order to give them the coverage they deserve, 
all the other elements of the Chicago gathering are 
reported elsewhere in this issue, in more than 40 
pages of a specia! section. 
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THE FORUM SESSION: 


Several “Hot” Issues Are Frankly Discussed 
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Headlining one of the most interesting portions of the convention—the Panel Session on current problems—were these panel members. Left to right, H. L. Corwin; J. L. Firmage: 
H. L. Robinson; L. O. Graf; E. R. Anderson: Thomas E. Mills: Abe Lapides; Ed Wagner; George Culley: and J. W. Davis. Moderating the session was J. W. Mock (center), Chicago. 








FT prime problems dominated THE PANEL Geo. Culley, Secretary, Califor- soft drinks, and didn’t they represent 


the Panel Session of the national con- , er nia-Nevada Bottlers of Car- a lot of competition to the bottlers? 
Harold Corwin, Pepsi-Cola Bot- 









vention; (1) the use of disposable ; ‘ bonated Beverages, Alhambra, There was the observation by Ed Wag- 
containers for soft drinks, both glass tling <Oes Vancouver, Wash. Calif. ner, also a member of the Panel, that 
and tin; (2) the question whether same in DN, FOES overage Edw. Wagner. W. T. Wagner’s a great deal of technical research was 
A.B.C.B. could or should advocate a o., Sat Same Coty, She. Sons, Cincinnati, Ohio. yet indicated in making a suitable 
uniform national deposit on bottles, Harry L. Robinson, Hygeia Coca- Abe Lapides, Pepsi-Cola Bot- can for soft drinks; perhaps a can 
cases and cartons, and (3) the future Cola Bottling Co., Pensacola. tling Co., Baltimore, Md. with a different kind of lining for 
of the non-sugar beverages. Not only Fla. Thomas E. Mills, Coca-Cola Bot- each flavor would be necessary. 
were these three topics handled in that L. O. Graf, John Graf Co., Mil- tling Co., Black River Falls, Panel Member Abe Lapides  ob- 
order at the Forum, which has been waukee, Wise. Wise. served that all but one of the canned 
a regularly scheduled convention fea- John W. Davis, Dr. Pepper Bot- John W. Mock, Chicago, HL, drinks were previously unknown 
ture for some years, but most of the tling Co., Roanoke, Va. Moderator. brands, hence had no reputation to 
time was devoted to the first by com- lose if the cans did not hold up. “Those 
mon consent. of us who manufacture products on 
An innovation was the giving over ers, particularly tin cans, would ruin Mont.: “We have had the cans in our which we have put thousands and 
of the moderator’s place to a man out- the bottlers’ business. In between area practically since their inception. hundreds of thousands and millions 
side the industry. John W. Mock, Chi- these extremes, small bottlers told of ... I take the attitude that the can of dollars into advertising quality, I 
cago management consultant, did a their fears of the effect on their opera- business is perhaps a surface that has don’t think we can take a chance on 
thoroughly professional job in secur- tions of canned beverages, or pointed not been scratched in the past... so manufacturing our branded beverages 
ing audience participation and in keep- out that dealers wanted more non- as far as we see it in our area, the in a can, and take even the slightest 
ing the pace from lagging at any time returnable bottles because of their can has a very definite future.” possible chance of having our product 
| during the two hours of the open dis- experience with canned drinks, or be- A San Francisco bottler wanted to go bad,” he said 
cussion. cause of what they had heard and know if the disposable feature of Wyoming (Worland) bottler N. B. 
Mr. Mock inaugurated the discus- read of them; there was evidence given cans and non-returnable bottlers would Sargent, Worland Bottling Co., said 
sions by asking this question (asked that nearly a dozen canning lines were change the bottlers operations to the he was a small bottler and as such 
by many bottlers in about the same either now in operation or shortly to extent that he would have to do a he and other small bottlers, even if 
form): “‘What is the future of cans be working, and cautions, such as Mr. much larger proportion of his total they had national franchises, depend- 
and other types of non-returnable con- Graf’s (a panel member) that ‘(the business on a warehouse basis or ed a great deal on their flavor busi- 
tainers in the soft drink industry?” bottlers) of cans have a lot to learn through brokerage sales. A_ Panel ness, “our plus business to keep us 
Opinions given from the floor, as well ... it is best to be cautious before we member, H. L. Robinson, brought up alive and going’’—and we’re in no 
as by panel members, ranked from jump into something.” There was the the point that there were dozens of (financial) position to go into can 
a prediction of a rosy future, to dire comment made by A. T. Foulkes, of small breweries in financial difficul ning. If this think takes fire, then 
warnings that the disposable contain- Park Ice Beverage Co., Livingston, ties who had the equipment to can the small bottler is eventually going 
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to be forced out of business,” he grim- 
ly remarked 

Moderator Mock thought to ask 
how many in the audience were small 
bottlers, and amid general laughter, 
a majority of those present raised 
their hands 

There was, of course, no clean cut 
line of opinion, either pro or con, on 
the subject of canned drinks, with 
their convenient feature of being dis- 
posable, and similarly, on non-return- 


able bottles, which possess the same 





Mary Lou Marlay. Secretary 
Ohio Bottlers of Carbonated Beverages 
Columbus, Ohio 


I would like to ask the panel if they 
can give me the answer to this prob- 
lem. In the States that permit dia- 
betic beverages—in the States that 
rule that diabetic drinks must be kept 
separate or in separate departments, 
how successful have you been in polic- 
ing that particular part of the regu- 
lation, and what machinery would you 
have, for instance, in Florida, to police 


such a regulation? 





characteristics. As a Montana bottler 
put it: “It seems to me that since the 


cans have come in, it has made the 


merchants in our market conscious of 


the fact that they do want a throw- 
away package of some kind.” 

Paul Glaser, Glaser Beverages, Se- 
attle, Washington, added the observa- 
tion that food packers have the facili- 
ties to process soft drinks, and have 


good food brand reputations to back 


12 








A. T. Foulkes 
Park Ice & Storage Co. 
Livingston, Montana 


“Tam in the backyard of the Sheri- 
dan Brewery, and we have had the 
cans in our area practically since their 
anception. The experience has been 
that good many of the grocers have 
the cans and the bottles both. And 1 
have noted that in some specific cases 
where I have had a normal sale of five 
cases of soft drinks, that they in turn 
have had a sale of fifteen cases of 
canned drinks. The fifteen cases of 
cans, I have found out, is in addition 
to what their normal business would 
have been. In other words, I take the 
attitude that the can business is per- 
haps a surface that has not been 
scratched in the past. 

We have been in a market that has 
been a ten-cent market for a long 
time, and when someone goes in and 
buys a bottle of pop for ten cents, 
and then has to pay the additional 
five-cent deposit, that means they have 
to pay fifteen cents. Whereas they 
can go in and buy a can of pop for 
ten cents without any deposit. So it 
represents convenience, and ease in 
packaging, and no return. As the 
Panel mentioned, the grocers love it 
because they don’t have to worry 
about bottle storage, and the return 
of bottles that they have no way of 
getting rid of, and also breakage. So 
as far as we see it in our area, the 


can has a very definite future. 


Paul Glaser 
Glaser Beverages, Inc. 
Seattle, Washington 


This can operation is getting rather 
close to our activities. As a matter of 
fact, I had word only this morning, 
that it is in the city of Tacoma, which 
is about thirty miles from Seattle. It 
has been on the east side of the moun- 
tains. There are two points I want to 
bring out here, that I think might be 
of interest. 

Mr. Corwin has mentioned Safe- 
way. Safeway is obliged to put a 
teamster on the truck to make a de- 
livery of any beverage taken from 
their warehouse to their stores. 
Whether or not the teamsters will go 
country-wide on that policy or not, 


I don’t know. 


Now, there is one phase to this new 


development that has not been brought 
out here, and to me looks serious. 

Has it occurred to you that there 
is a large industry in this country 
today that is equipped to go into the 
canning of soft drinks tomorrow? 
That is the packer, the food packer, 
who has practically all the facilities 
by way of processing soft drinks. You 
might say that he hasn’t got a prope) 
brand, so far as soft drinks are con- 
cerned, but he does have a good trade 
name by way of food brands. 

I don’t know how far that is going 
to go, but to me it looks like a likeli- 
hood 


them up. He believed this could be 
serious competition if it developed 
along these lines. 

Geo. Culley, secretary of the Cali- 
fornia-Nevada bottlers’ association (a 
Panel member) brought up the eco- 
nomics of the disposable container, 
pointing out that with bottles or cans, 
the American consumer would be 
footing an additional bill of between 
$00 and 900 million dollars a year 





Joseph Paterno 
Twin City Bottling Co., Inc. 
Council Bluffs, lowa 


In ow city I am very well ac- 
quainted with the superintendent of 
schools, the dietician in charge of all 
of the schools—in fact, I entertain 
them in my home; but we still cannot 
sell to the grade schools because of 
a State ruling. by the State dieticians. 
Am I to understand that it is up to 
us to go to the State, the local bottlers, 
to go to the capitol of our State and 
see the State dietiticians, or will 
somebody from A nae ee. contact 


them? 





(if all soft drinks were marketed in 
such packages). He suggested that 
the merits of the deposit bottle be 
included in the national association’s 
public relations program. Mr. Glaser 
took partial exception to both points. 
He couldn’t conceive, he said, that our 
can experience would be any different 
than in the beer field, where they rep- 


resent 24°, of sales and are felt to 





(Continued on Page 14) 
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Top social event of Convention Week was 
the annual A.B.C.B. Banquet, which was at- 
tended by more than 1,200 bottlers, supply- 
men and their ladies. The twelve pictures to 
the right show some of the well-known people 
of the soft drink and associated industries 
present at the affair. What pleased everyone 
most was the splendid show. which was high- 
lighted by the appearance of TV star Eddie 
Fisher, (below) who held the stage for nearly 
an hour, to the great delight of the ladies 
especially. Coca-Cola Co., which sponsors 
Eddie nationally on TV, made it possible for 
the great star to appear at the banquet. The 
cheesecake picture at the bottom is of a dance 
act in the show, which worked on the floor 


almost as much as it did on the stage. 
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(Continued from Page 12) 





be “plus” business, nor did he believe 
that the promotion of the deposit bot- 
tle wa responsibility of A.B.C.B. 
alone; that the glass companies should 
be appealed to for help in the matter. 

Despite the absence of any clear- 
cut definition of the problem and its 
effect on the future of the trade, the 
audience seemed to feel that the dis- 
cussion had cleared up many points 
and was a valid exploration of the sit- 
uation as it now stands. 


Regarding Uniform Deposits 


On the question: “Would it be pos- 
sible for A.B.C.B. to advocate and pro- 
mote a uniform national bottle, case 





. Tom Moore 
Coca-Cola Bottling Co. 
Minneapolis, Minnesota 


The soft drink industry has a fav- 
orable story to tell. Bottlers and fran- 
chise companies are telling it well 
through product advertising. And 
A.B.C.B.is reaching many of the opin- 
ion-molders through their own pro 
fessional journals, 

The final step is for the individual 
bottler to use this material in his 
own sales territory ... to win friends 
for his product and for his industry. 
Again at the conclusion of an annual 
report, your Public Relations Commit- 
tee invites you and urges you to take 
an active part in putting our relation- 
ships with our public on a firmer, 
more favorable footing. 

We have the material for you to 
use if you want to use it and avail 


yourselves of it. 
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Louis DeMoise 
L & E Bottling Co. 
Chehalis, Washington 


Probably some of the various State 
Associations have had experience in 
combatting what we refer to as bad 
public relations with respect to schools, 
the dental professions and the like. 
I wonder and would like to hear from 
some of the States that are working 
collectively as a State Association in 
combatting some of these bad elements 
that are affecting the soft drink in- 


dustry. 





and carton deposit for small and quart 
bottles, based on our present increased 
costs and lack of bottles returned?” 
Ed. Wagner (a Panel member as well 
as an Executive Board member) was 
quick to point out that he doubted 
whether it was the prerogative of the 
national association to enter into any 
type of a promotion to develop a stan- 
dardized deposit system. He pointed 
out that many areas require higher 
deposits, and price raises, and that 
there was still the unresolved ques- 
tion as to whether price increases 
should include bottle losses. John W. 
Davis, who has the same official status 
as Mr. Wagner, bluntly expressed his 
opinion that there was nothing in this 
business that a profit couldn’t cure; 
that deposit increases must be worked 
out on a locality basis and better yet, 
“if we are going to have any change, 
I think it definitely should be in the 
price of the merchandise and not in 
the deposit.”” Many in the audience 


William L. Gerlach 
Pepsi-Cola Bottling Co. 
Casper, Wyoming 


The retail price of canned drinks is 
six for fifty-nine. The wholesale price 
is $2.00 a case. In a few service sta- 
tions and school outlets, cans sell for 
12 cents a can. I have noticed a few 
grocery stores will make the kid take 
the can outside on the sidewalk and 
open it, because of the spray that is 
liable to come if the cans are shaken 
and then opened. On disposal, it has 
not gotten bad yet. The playgrounds 
do have tin cans around them. There 
are tin cans along the highways and 
in the parking lots. They don’t seem 
to disintegrate very fast. Probably 
what is happening around the school 
buildings is we still have a five-cent 
pop near the school buildings, and 
that does hurt the can quite a bit. 
However, you get a few feet away 
from these school buildings, and all 


over it is ten cents. 





agreed with him, as evidenced by the 


applause. 
The Dietetic Beverages 


The deposit question, as well as 
the third topic announced by the Mod- 
erator: “Are sugar-free carbonated 
beverages a fad, or do they have a 
future ?”, received relatively little at- 
tention from the audience. From what 
was said, one got the distinct impres- 
sion that the dietetic-type beverages 
are now considered an adjunct to the 


bottlers’ line, a source of plus busi- 


ness ranging up to 10% additional 
volume, and a possible danger only if 
bottlers by implication or inference 
attack standard beverages. 

Moderator Mock, with considerable 
experience in this type of work, 
summed it up pretty well when he 
said: 

“That is the wonderful thing about 
discussions of this type. You have 
people with divergent opinions who 
are successful—sometimes diametri- 
cally opposed and still successful. I 
have found that there is no ‘color’ 
such as black or white. It is usually 


gray.” 





Dan R. Keck 
Pepsi-Cola Bottling Co. 
Kecksburg, Pennsylvania 

What is going to happen the way 
they are throwing the bottles away? 
We are getting three cents deposit. 
We made a raise from two cents, but 
if you teach these people to throw 
bottles away, what is going to hap- 
pen? You have to have three cents at 
least to buy a new one. I would like 
to hear a little discussion on that. We 
raised it from two to three cents. I 
can't tell you what it has done to the 
Keck product, but I can tell you what 
it has done to Pepsi-Cola. 

Fight years ago we put ACL on 
and we are getting en awful lot of bot- 
tles back that have paper labels on 
them that have been out over eight 
years. That one penny has been bring- 
ing them back. We expected to have 
to buy a lot of bottles, but we didn’t 
have to buy them. That has been ow) 


é I pe rience, 
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The important conference of the Presidents and Secretaries 
of the State associations was the first event of Convention 
Week. The State officers considered several current trade 
questions, and listened with interest to Kenneth Penn (left) 


ems on State Level Discussed 


at State Association Conference 


in Great Britain. The State association executives were wel- 
comed officially by A.B.C.B. President E. Robt. Anderson 
(right). In the picture below, three of the breakfast tables of 
State officers and delegates are shown. Thirty-five State 


secretary of the British bottlers’ association, tell of conditions 


groups and the Canadian association were represented. 





Sort drinks in cans, dietetic products, one way 
no-deposit bottles and interstate commerce prob- 
lems highlighted the Breakfast and Annual State 
Association Conference (Presidents and Secre-ta- 
ries) held on November 9 as part of the national 
Conference in Chicago. 

Convened in the Crystal Room of the Hotel Sher- 
man, the meeting was opened by Thomas F. Mans- 
field, secretary of the New Jersey Bottlers of Car- 
bonated Beverages, and featured such prominent 
speakers as President Robert Anderson of the 
A.B.C.B.; Kenneth Penn, secretary of the National 
Association of Soft Drink Manufacturers, Ltd., 
London, England; Dr. Gerald J. Cox, professor of 
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dental research in the School of Dentistry, Univer- 
sity of Pittsburgh; Joseph Whitmore, secretary of 
the Canadian Bottlers Association, and John J. 
Riley, secretary of the A.B.C.B., Washington, D.C. 

That can sales are increasing in many areas 
where they have been tested was apparent from the 
many interesting discussions at the conference. Are 
soft drinks in cans here to stay? Most of those who 
thought so were quick to give their opinions based 
on their practical experience in the field. “It’s not 
a question of what canned drinks will do to revolu- 
tionize certain phases of the bottling industry, but 
how fast our research can help solve some of the 
technical problems connected with canning soft 


drinks,” said Arthur Hargrave of the Pepsi-Cola 
Bottlers Association in summarizing some of the 
floor discussion. 

Outlining recent developments in the soft drink 
industry in Great Britain, Kenneth Penn, secretary 
of the National Association of Soft Drink Manu- 
facturers, Ltd., pegged the current output of soft 
drinks in the United Kingdom at 217 million gal- 
lons during 1952 with a growth from 125 million 
gallons in 1939. Even during the darkest days of 
World War II, the British government fully realized 
the importance of soft drinks and permitted the 
output of almost 150 million gallons per annum. 

With sugar free of control in 1954 and competi- 
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worth REPEATING 












Comes summer, the demand for soft drinks 
will soar. Yet you may lose out on sales... 


if you haven't enough bottles on hand. 


Don't take chances! Order your Wedg- 
Wall Beverage Bottles now. Now is the 
time Thatcher is best equipped to manu- 
facture your bottles. Talk to your nearby 
Thatcher representative today. Or write, 


wire or phone Thatcher Glass direct. 


THATCHER 


MANUFACTURING COMPANY INC., 









Elmira, N.Y. 


Factories: Elmira, N.Y., Lawrenceburg, Ind., Streator, Ill. 


“Ir Representatives in Principal Cities 


xt summer’s bottles now 
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tion on the increase, the bottlers in Great Britain 
face some interesting sales problems, said Mr. Penn. 

Apart from such things as sugar supplies, Mr. 
Penn found a strong National Association repre- 
senting the bulk of the industry almost absolutely 
essential for carrying on negotiations with govern- 
ment departments. “There are always such matters 
as minimum quality standards, preservative regu- 
lations, labeling, weights and measures and other 
problems which can only be handled effectively by 
a capable and fully representative trade body,” 
observed Mr. Penn. 


Plagued by such problems as standardization of 
bottles, sugar rationing and marketing restrictions, 
the National Association in England offers many 
free services on technical, scientific and legal prob- 
lems. 


Mr. Penn made much of the technical training 
program instituted by his organization, comparing 
it favorably with the program maintained by 
A.B.C.B. each year. Under the British plan, stu- 
dents attend the technical college one evening per 
week, from September through April. 


An interesting though somewhat technical talk 
on the dental caries controversy was made by Dr. 
Gerald J. Cox. Dr. Cox differed sharply with most 
of the statements which have been made in the 
past by dentists concerning the effect on teeth, of 
the consumption of sugar-bearing food products. 
He declared: “‘We found that sugar which has a 
low potency to initiate decay, has a high potency 
to promote decay. I refer to the 66° of solid sugar 
in our diet. It has been our observation that 
(through diet) you can build teeth which will not 
decay under any circumstances.” 


Dr. Cor indicated that an immunity to caries, 
according to his researchers, lies specifically in each 
and every tooth. He had come to the conclusion, 
he said, that no one has shown that soft drinks 
lead to erosion of human teeth; that this factor 
has not been demonstrated as yet, and that there 
was no evidence that sofe drinks will cause caries 
in man. As concerns the promotion of caries, that 
is the enlargement of cavities, it remains to be seen 
whether sugar is the chief cause; and it will prob- 
ably be less from soft drinks than from other forms 
of carbohydrates, because of earlier clearance of 
soft drinks from the mouth. 

A.B.C.B. Secretary John J. Riley, in an informal 
talk to the conference, reviewed the questions dis- 
cussed by the other speakers. 

There were some brief references, in the gen- 
eral discussion which concluded the meeting, to 
canned beverages, the dietetic-type beverages, the 
bottle situations, difficulties with labor under in- 
terpretations of the interstate commerce regula- 
tions and other matters. 
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‘S PERCENT PURE OYE 















Industry’s Standard for 102 Years 


Colors with superior solubility, incomparable 
brilliance, dependable uniformity. .. no 
wonder they have been industry’s standard 
for 102 years! We produce every color in the 
spectrum... just the color to enhance your 
product with exciting eye and buy appeal. 


For information or special counsel, write us direct. 





FIRST PRODUCERS OF CERTIFIED COLORS 
OHRSTARNM ¢ COMPARNY Enc. 
ESTABLISHED 1651 
89 PARK PLACE,NEW YORK 7 «¢ 11-13 E.iLLINOIS ST.,.CHICAGO 11 «+ 4735 DISTRICT BLVD., LOS ANGELES 11 
BRANCHES IN OTHER PRINCIPAL CITIES OF THE U.S. A. AND THROUGHOUT THE WORLD 









SUPER WARKET SPECHL 


NuGrape’s rich and delicious flavor is a natural faverite 

















of thirsty youngsters of all ages. They know 











a good thing when they taste it and call for it in a big 





way—at home and away. 











Smart bottlers are taking full advantage of 
NuGrape’s popularity in the home. They’re moving 
NuGrape Soda into super markets and grocery 


stores by the truck load daily. 


Why don’t you investigate a 
NuGrape Soda franchise today ! 











National Bottlers’ Gazette 





Convention Activities 


of Allied Groups 


74 0 meeting in Chicago during the period of 
the A.B.C.B. Convention were a number of other 


organizations allied with the bottlers. The groups 
represented such factors as the machinery makers, 
the flavors manufacturers, and an organization of 
independent bottlers. 

The Beverage Machinery Manufacturers Asso- 
ciation, which held its 12th annual meeting, voted 
to go all out in 1954 to help A.B.C.B. put on the 
biggest and best machinery show ever held. Newly- 
elected President George R. Pryor announced this 
decision as an unanimous opinion of all the mem- 
bers. ‘“‘We will do everything in our power to show 
the latest developments in machinery to the soft 
drink bottlers,” the association said. The organi- 
zation appointed Clarence Soldan, Crown Cork & 
Seal Co., as chairman of a new technical commit- 
tee, heading a group of outstanding engineers in 
the beverage field. All officers of the Association 


CBI OFFICERS 

Director Morton Feigenson; Treasurer A. R. Liebenthal; 
Mort Klein, Executive Secretary; Laurie O. Graf, President: 
Abe Lapsides, Retiring President: Julius Darsky, Vice 
President; E. M. Lowenstein; Director. 


HINERY MANUFACTURERS ASSOCIATIC 


BMMA OFFICERS 

Left to right. George L. N. Meyer, Vice President; Herbert 
Nussbaum, Director; George Pryor, President; Emil Howe, 
Director: C. E. McManus, Treasurer; Pat Gorman, Secre- 


tary. 
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Whats this 
“Built-in 
Expansion’ 


so many bottlers 
are talking about? 


“Built-in Expansion” is an outstanding 

feature of the latest Cem Fillers. You can 
operate at normal speeds with minimum 
cooling. Then, when you want to step up pro- 
duction, you simply increase refrigeration. Your 


Cem Representative can give you full information. 


If your business is growing, Cem "‘Built-in Expansion”’ 

is particularly desirable. You can take care of present 
needs and have reserve capacity for the future by selecting 
the proper washing . . . water treating . . . mixing and other 


equipment to operate with your Cem Filler. 


FILLERS 


4-20 e 6-28 e¢ Super Cem 50 


Bottlers the world over have invested in nearly 2000 CEM FILLERS... . such approval must be earned 


CROWN CORK & SEAL COMPANY « Machine Sales Division « Baltimore 3, Md. 
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ARE ME HOME 


ROBERT GAIR COMPANY, INC. 


AMERICAN COATING MILLS DIVISION 
General Sales Administrative Offices 


Special Representative — GEORGE M. O’NEIL CO., INC. 
271 North Avenue, New Rochelle, New York 
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were re-elected to a second one-year term. They 
are: President, George R. Pryor (Cherry-Burrell 
Co.); Vice-President, George L. N. Meyer, Geo. 
J. Meyer Co.) ; Treasurer, Charles E. McManus, Jr. 
(Crown Cork & Seal Co.); Executive Secretary, 
J. R. Pat Gorman (Washington, D. C.). Elected to 
three-year terms on the Executive Committee were: 
Herbert H. Nussbaum (Miller Hydro Co.) and F. 
Hinrichs (Tri-Clover Machine Co.) 

At its convention, The National Manufacturers 
of Soda Water Flavors officially changed its name 
to “National Manufacturers of Beverage Flavors” 
and elected H. E. Schmidt, President (E. Berg- 
hausen Chemical Co.). Also eiected was C. D. Little, 
Vice-President (Double-Cola Co.) ; re-elected Frank 
A. Robbins, Treasurer (Theonett & Co.) and John 
S. Hall, Secretary, Chicago, Ill. The Board of Di- 
rectors with one new election in the person of T. C. 
Spencer (John Mulhern Co.) includes J. B. Green, 
Jr. (Green & Green), Frampton King (Coca-Cola 
Co.), S. M. Kleinschmidt (Liquid Carbonic Corp.) 
and D. E. Woode (Citrus Products Co.). 

The Carbonated Beverage Institute, at its annual 
meeting discussed the manufacture and distribu- 
tion of dietary-type beverages, canned beverages, 
and other matters of interest to bottlers of inde- 
pendent lines. Members of this association are char- 


acterized by this distinction. They also elected new 
officers, in the persons of President Laurie O. Graf, 
The John Graf Co., Milwaukee; Vice-President, 
Julius Darsky, Golden Age Beverage Co., Akron, 
Ohio; Treasurer, Aaron R. Liebenthal, Variety 
Club Beverage Co., Toledo, and Executive Secre- 
tary, Mort Klein, New York City. 





The National Manufacturers of Beverage Flavors in 
session. 





A half dozen chief executives of as many major machinery 
manufacturers confer at the breakfast meeting of the 
BMMA. 
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fb ween interest in new developments—and an 
optimism which first manifested itself at last year’s 
exposition in Atlantic City—-was evidenced again 
at the big beverage show at the International Am- 
phitheatre in Chicago. 

While the new faces (this was the first centrally- 
located exposition since Detroit in 1949) and the 
good spirit did not make up completely for the 
absence of the large machinery exhibits (generally 
the highlight of the beverage show), it, neverthe- 
less, went a long way in making the show a real 
success. 

Even if the huge bottle washers and filling lines 
were not in evidence, there was plenty for the ex- 
position visitor to see—-from advertising signs to 
zeolite filters. 

In the equipment field there were bottle washers, 
case and carton packers, filters, tanks, pumps, 
trucks and special-event trailers, water and sirup 
coolers, bottle coolers and vending machines, con- 
veyors and dozens of other auxiliary units. 

A special mention must be made of the materials 
handling exhibits which, this year, surpassed pre- 
vious shows in number and extent. Most of the 
leading suppliers were represented with active, 
operating fork lift trucks, constantly demonstrating 
the efficiency of these units in lifting, loading and 
stacking operations. 







THE BEVERAGE EXPOSITION 





Panoramic view. International Beverage Exposition, Chicago 





The flavor and franchise companies, and the 
manufacturers of the more prosaic (but basic) 
items like crowns, bottles, cartons and other sup- 
plies, helped fill up the huge three-sectioned audi- 


torium with colorful and interesting exhibits, where 


the bottlers spent many hours of shopping and stop- 


ping. 
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Visitors from India and Japan highlighted only a few of the many foreign countries 
represented at the recent A.B.C.B. Convention-Exposition. More than 5311 visitors came 
to see the many interesting exhibits at the show. 








For those of you who were in Chicago—and 
especially for the many readers who were not 
National Bottlers’ Gazette presents on the follow- 
ing pages a complete candid camera review of the 
International Soft Drink Exposition. 


Next year—Philadelphia! 


The Dates: Nov. 15-19 
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Lucky Books spelled Lucky Bucks for many visitors to 
the National Bottlers’ Gazette booth at the A.B.C.B. Con- 
vention-Exposition held in Chicago, Nov. 9-12. 















t Makers by 
Miller 
Hydro 


You can get more production 
out of your equipment... you 
can stop costly delays and save 
labor. The Miller-Hydro De- 
caser removes bottles from 
cartons or cases ... synchro- 
nizes with the speed of the 
washer. Quickly pays for itself. 









Millery 
Air ie 






Clean bottles call for ciean 
cases. Clean yours the modern 
way! The Miller-Hydro Case 
Cleaner automatically dumps 
cases, blasts them with air and 
thoroughly shakes them with- 
out damaging partitions or 
paint. 







Millery 
Hiv Mae 


CASE CLEANER 






Years of trouble-free, econ- 
omical service are yours with 
an automatic Case and Carton 
Packer. Packs both cases and 
cartons better and faster. Com- 
pact — fits any plant. Handles 
either splits or pints. No opera- 
tor is required. 


Io make your entire operation 
automatic, to reduce produc- 
tion costs and increase efh- 
ciency in your plant, you need 


all three. 





Write for information now. 


MILLER Hypbro ) vem PANY 


Manufacturers of Miller Hydro Bottle Washers « Miller Hydro 

Case Packers ¢ Miller Hydro Bottle Conveyors * Miller- 

Kendall Mixers « Miller Hydro Inspection Lights «+ Miller t 

Hydro Air-Motic Decasers «+ Miller Hydro Air-Matic Case y WEST COAST tony mut HERN CO. v8 peanciec’ 


Cleaners AC PRiscmTarive ome 
Since 1913 
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Serving Bottlers 


| At The Show... 











Orange-Crush 
Atlas Tool & Mfg. 
Reed Glass 
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At The Show... 
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Clove rdale 


Firstenberg 
Barq's 
Cloverdale 
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Tri-Clover 
Kalman 
Green & Green 


S &S Products 
White Rock 
Michael Yundt 





At The Show... 
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V. & E. Kohnstamm Green River National Bottlers’ Gazette 
E. I. duPont Walker-Wallace Cock ‘n Bull 
Pal Bruce Dodson Buckner Equipment 
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At The Show... 





Nesbitt’s 
Bevco Company 
Frank B. Lomax Co. 
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ACCUMULATIVE LOADING — Simpli- 
fies feeding operations — no gang- 
ing up — no jamming — bottles 
move to pocket carriers in smooth, 
orderly fashion. 


a 


AUTGMATIC UNLOADING — After 
complete washing cycle, bottles are 
gently and automatically unloaded 
ready for trip to filler. 


OUBLE END Soahker 
TTLE WASHER 


Combining CONTINUOUS L-O-N-G SOAKING 
with Multiple POWER WASHING 


Look at the beautiful lines of this D& L Bottle Washer — free 
from complicated gears and mechanisms every external and in- 
ternal detail designed and built for daily hard usage in any modern 
bottling plant. 
A D&L is your answer to the ultra important job of producing 
a continuous flow of sparkling, clean, sterile bottles for your 
beverages. 

Protect your PRODUCT and REPUTATION with a 

D&L JOB-PROVEN BOTTLE WASHER 


Send for complete information 


DOSTAL & LOWEY CO. “"wizssc*** 


OES A BETTER JOB 
& 


ATA OWER COST 





| TO SERVE YOU BEST... 


This modern entrance to our new home office and crown manufacturing plant typifies 
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MUNDET CROWNS 


the up-to-the-minute facilities that are provided here to meet your beverage sealing 
requirements. With the latest, most improved equipment...and many years of 


experience with bottlers’ problems . ... we can serve you to your best advantage. 


MUNDET CORK CORPORATION 


Crown Division, 7101 Tonnelle Ave. 


North Bergen, New Jersey 





r 


There's a Mundet Office 
or representative necr you 
*ATLANTA 
339-41 Elizabeth Street, N.E. 
*BOSTON 
57 Regent St. (No. Cambridge 40) 
CHICAGO 
35 E. Wacker Drive 
CINCINNATI 2 
427 West 4th Street 
DALLAS 1 
601 Second Avenue 
DETROIT 21 
14401 Prairie Street 
*HOUSTON 1 
Commerce and Palmer Streets 
JACKSONVILLE 6, FLA. 
800 E. Bay St. 
KANSAS CITY 7, MO. 
1428 St. Louis Avenue 
*LOS ANGELES (Maywood) 
6116 Walker Avenue 
*MILWAUKEE 9 
4834 N. 35th Street 
*NEW ORLEANS 16 
315-325 N. Front Street 
PHILADELPHIA 39 
856 N. 48th Street 
ST. LOUIS 9? 
3176 Brannon Avenve 
*SAN FRANCISCO 7 
440 Brannan Street 
Sen OE EEE iM ee ee *In Canada: 
iiiictinaean oe a a Yee Mundet Cork & Insulation Ltd. 
35 Booth Avenue, Toronto 


*CROWNS CARRIED IN STOCK 
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Acme Steel 
Calumet Coach 
Standard-Knapp 
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SPACE SAVER 
MODELS 


Potter & Rayfield 
Old Dominion Box 
Artkraft 


Virginia Dare 
Rapids Standard 
Salient Flavoring 





At The Show... 


Diamond Alkali Squirt Chas. Pfizer 
Tru Ade, Inc. Champion Knitwear Cream City Boiler Co. 
The Four Percent Co. Limex Cherry Blossoms 
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treats 
MORE THAN A BILLION GALLONS of 
beverage water 


per Vv 47a 


Pure water pays off in profits. 
That’s why more than 600 better bottling plants have 
JBAS Water Treatment on the job... treating a 
total of 4% million gallons of beverage water 
per working day! These bottlers selected the JBAS 
because it assures a uniform-quality, full-flavored 
product yet requires just a few minutes operating 
attention per day. Protect your beverage flavor, 
cut your costs, and build your sales with reliable 
JBAS Water Treatment. For more details on 


the exclusive JBAS method, use the coupon below. 


Advantages of the JBAS 


SAVES SPACE—organic matter 
removal, alkalinity reduction and 
clarification combined efficiently 
in a compact unit. 

COMPLETE REMOVAL OF OBJECTIONABLE 
ORGANIC MATTER — adequate chlo- 
rine retention time assures posi- 
tive removal. 

NO WASH WATER WASTE — filter and 
purifier can be washed with 
treated water and wash water 
returned to the JBAS. 

NO CONTAMINATION—by using 


treated water for washing, there’s ; INFILCO ui Tucson, Arizona 





no contamination of equipment by 
raw water. 

MORE UNIFORM RESULTS — recircula- Plants in Chicago and Joliet, Illinois 
tion of slurry means lowe: FIELD OFFICES IN 28 PRINCIPAL CITIES 
alkalinity and maintains greater 
uniformity of result. 

SAVES CHEMICALS — comparative rec- 
ords show up to 15 percent chemi- 
cal savings over conventional 
plants. 

CONSTANT RATE OF OPERATION — water 
flow and chemical feed are main- 
tained at exact rate and correct 
proportion. No feed variation 
Minimum supervision needed. 


INFILCO INC., P.O. Box 5033, Tucson, Arizona 
Please send me JBAS Bulletin 1823-N 


NAME 
> 


; TITLE 
Flavorex 
Burns Bottling Machine Works 


Julep Company 


C0 


FOR YOUR 
COPY. 


ADDRESS 


city 
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(Please turn to page 83 for additional pictures) CHHOSCHSSSES ORE SES EEE SHESSEEEHOEEEEEEE 
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CORPORATION 
COLUMBUS, GEORGIA 








High Jinks 
In Chicago... 





Taken from backstage, this candid camera view of Wayne 
King and his orchestra depicts a musical moment in the 
two hour show which featured the pre-convention party 
attended by over 2,500 people. 





7 ue only one who failed to have fun at the na- 
tional convention was a misanthropist from Mul- 
ligitawny, Maine—and he stayed home! Everyone 
else was hard-pressed to find time to attend the 
dozens of scheduled functions—-from A.B.C.B. af- 
rooms of the exhibitors— 


’ 


fairs to the “open house’ 
which provided many hours of pleasant fun and 
relaxation. The national association sponsored three 
big entertainments; a pre-convention party fea- 
turing Wayne King, his orchestra and show; a 
dance with more headline entertainment and the 
annual banquet, which was highlighted by the best 
show ever staged by A.B.C.B. The ladies particular- 
ly were entranced by the voice and personality of 
Coca-Cola’s TV star, Eddie Fisher, who headlined 
the stellar show. 

Then there were more than a dozen franchise 
and machinery house banquets, cocktail parties and 
buffet-dances. And fifty or more “hospitality” rooms 
and “open houses.” Every beverage known to man, 
including milk and mint juleps, was offered to the 
folks making the mad merry whirl. There was more 
food than one could eat, and no quota on fun and 


good fellowship. 
The pictures which follow only begin to reflect 
the high jinks at Chicago. 





Nehi‘'s annual dinner-dance filled the grand ballroom of 
the Sherman and was a social highlight of the busy week. 
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DEPENDABLE COLORS 





@ Unlimited production facilities 










@ Complete technical service 


@ Accurate blending 


® Nationwide distribution 


Write us for Prices and Detailed Information. 


U.S.P. Vitamins in bulk 
ane 2 @ 
Aisu available in carriers for 
easy, accurate and economical WNC. 


fieatian c fande 
fortification of foods. SUBSIDIARY OF STERLING DRUG INC. 





| o o es 
Roccal —the original quater 1450 BROADWAY, NEW YORK 18, N. Y. 
nary ammonium sanitizing agent 1445 Lake Shore Drive, Chieago 11, IL. 








WAREHOUSE STOCKS: Rensselaer, N.Y., Chicago, Los Angeles 
FACTORY: CINCINNATI, OHIO 


Branch Office 
frlanta, Boston, Buffalo, Chicago, Dallas, Kansas City (Mo.), Los ingeles, Minneapolis, Portland (Ore), St. Loui 


WORLD’S LARGEST SUPPLIERS OF VANILLIN 
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AROMA and FLAVOR — 


The Result of Skill and Experience 


: dike the finest Napoleon brandy ... ZIMCO, the 
Original pure Lignin Vanillin, approaches perfee- 


tion in exquisite aroma and superb flavor. 


ZIMCO’s outstanding excellence and uniformity of 
flavor are the result of its exclusive, patented manu- 
facturing process ... developed through years of 
scientific experiment and research, 


For the taste and aroma that delights customers and 
sells more products, leading food processors insist 
on flavors made with ZIMCO Vanillin. 


Remember ... your best source of finished, ready- 
to-use flavors is your flavor manufacturer. Ask him 
about ZIMCO, the Original pure Lignin Vanillin, 
There's nothing finer. 





Consult Your Flavor Supplier 


Weettt7. ? @ 1450 BROADWAY, NEW YORK 18, N. Y. 
/NC. @ 445 LAKE SHORE DRIVE, CHICAGO 11, ILL. 


Subsidiary of Sterling Drug Inc. 












Nesbitt 
Mission 

OPEN HOUSE PARTIES ... Cott 
Morris Paper 
Green & Green 


° « 
now distributed 
© 
Join the profit parade! Year after year by leading 
Mason’s Root Beer sales keep climbing bringing added 
a bottlers from 


profits to every Mason’s bottler. Distinctive, foam-topped 
goodness—and such unique, extensive merchandising coast to coast 
support as the Mason’s Advertising Truck which takes 

over the task of placing metal signs in your territory—are 

helping make Mason’s the No. 1 favorite in city after city. 


It will be your favorite, too, once you see how fast it sells! 


Write, wire or call for complete franchise details 


MASON & MASON, INC., 213 N. DESPLAINES ST., CHICAGO, ILL. 
33 
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TREEN 
QUALITY 
LASTS. 
LONGER 


ad 


COSTS. 
LESS 
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FOUR COMPARTMENT 
“CARRY-HOME’’ CASE 


National bottlers and local 
distributors prefer Treen COT- 
TONWOOD beverage cases— 
the lightest weight hardwood. 
They're strong, durable, and 
fine in appearance! And be- 
cause Treen quality lasts 
longer, they re the most eco- 
nomical cases to use. 


Ilustrated from top to bottom: 


4 compartment carry home 
case; 


24 bottle, slotted partition 
beverage case; 


#8-'A pt. bottle delivery 
case; 


12 bottle beverage case. 


We will manufacture any 
type, style or size of bever- 
age case to meet your speci- 
fications. Write or phone 
JEfferson 5-4490 for prices. 


TREEN BOX COMPANY 


TIOGA ann MEMPHIS STS., PHILADELPHIA 34 
‘Aces in Cases’’ FOR OVER 50 YEARS 
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| THE SOCIAL WHIRL... 


Mason & Mason 
James Vernor Co. 
Squirt Co. 

7-Up Company 
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R, UNIFORM FLAVORS 
ED BOTTLERS! 


Only the very select raw materials enter 
the FLAVOREX plant. In specially designed, 
modern equipment, the prime quality 
materials are skillfully processed ... to 
retain that fresh, rich flavor so vital to make 

your product— best tast- 

ing and mos:é wanted! 


Remember, FLAVOREX 
flavors, made by artisans of 
vast experience, are priced right 
to assure you top quality and 

economy, too. It pays you 
to callon FLAVOREX for 
your requirements today. 


MAKERS OF FINE FRUIT JUICE FLAVORS 
302 S CENTRAL AVE. BALTIMORE 2. MD. 
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MAKING THE ROUNDS... 


Citrus Products 
Continental Can Co. 
O-So Grape 

Lazier 


Coca-Cola 


New INTERNATIONAL R-160 Series. GVW ratings, 
14,000 to 17,000 Ibs. Model R-160 shown with 1 2-foot deck 
type bottlers’ body. R-160 Series available in 130, 142, 
154 of 172-inch wheelbases. Gasoline or LPG fuel system. 


It takes the right truck to keep delivery costs at a minimum. 
INTERNATIONAL Trucks fit the job like caps fit bottles. They’re 
completely specialized for beverage delivery —in payload 
capacity, road speeds, and load distribution. 


AMERICA’S MOST COMPLETE 
TRUCK LINE 


170 basic modelsfrom '%-ton pickups to 90,000 
lbs. GVW off-highway models. . . including 
six-wheel, four-wheel drive, cab-forward 
and multi-stop delivery types . . . 29 engines 


INTERNATIONALS are built for fast acceleration, low speed 
performance, and handling ease that heavy traffic delivery 
demands. Built to stay on the job, to cut costs to a minimum. 


Each has the power, the stamina, and the low-cost operation from 100 to 356 hp., with widest choice of 


that have made INTERNATIONAL the choice of cost-conscious gasoline, LPG or diesel power . . . wheel- 


operators for so many years. bases, transmissions and axle ratios for any 
need ... wide selection of bodies and equip- 


See your INTERNATIONAL Dealer or Branch for the truck eens... teneeniix al deutebinen sueliiiae 
Ee i 
that’s right for your operation. Time payments arranged. for exact job specialization. 


INTERNATIONAL HARVESTER COMPANY «+ CHICAGO 


International Harvester Builds MCCORMICK® Farm Equipment and FARMALL® Tractors... Motor Trucks... Industrial Power Refrigerators and Freezers 


Better roads mean a better America 


Ka THLUU LLL 


“Standard of the Highway” 
& 
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AFTER HOURS... 


Your automobile may be engineered 
for 100 miles an hour speed, but op- 
erating at ‘cruising’ speeds provides 
you with many more miles of trouble- 
free motoring. It’s the same with a 
Waukesha P.D. Sanitary Pump. Op- 
erating at peak capacity shortens its 
life. 

Of course, the best safeguard is to 
engineer your installation carefully be- 
forehand, so that your choice of pump 
has sufficient capacity to handle any 
variation in your line above the ‘‘aver- 
age."’ Remember, also like any mechan- 
ical device your pump is subject to 
wear, chambers become larger, with 
consequent loss in capacity. So this 
deuba be compensated for in planning 
—along with known factors of quantity 
of product to be moved, viscosity of 


WAUKESHA FOUNDRY COMPANY wavxesHa wisconsin 
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Top Row: Lucky Club 
Bottom Row: Armstrong Cork 


LIGHTER PUMP 
WORKLOAD MEANS 
LONGER PUMP LIFE 


product, vacuum, head pressure, amount 
of piping, bends and elbows, check- 
valves and screens — and any other de- 
tails affecting pumping capacity. 

So, to keep pump maintenance down, 
watch your load factors and avoid 
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1330 LINCOLN AVENUE 


W. H. Hutchinson 
Archie Ladewig Co. 


ALVOLUTIONS PER memuTE 





overloading. If your pump is operating 
at its peak now, re-check your system 
to see if it can be rearranged to bring 
it down to the pump’s “cruising” 
range. Write for latest Instruction 
Hand Book — or new catalog. 


Waukesha P. D. Sanitary Pumps 

In a wide Range of Capacities 
Whether you need 100 or 60,000 Ibs. per 
hour pumping capacities, there's a Waukesha 
P.D. Sanitary Pump to fill your needs ex- 
actly. V-belt drives, Variable Speed models 
with Reeves or U.S. Vari-drive — they all 
provide product protection in non-aerating, 
non-agitating, non-recirculating pumping fh 
ciency. 
*P.D. — Positive Displacement — Siow Speed 


: 100% 
Yeshohd sanitary 


PUMPS 


Dependable Product ef 1 Retpensible Manufacturer 





Abbott Labs. 


( 


rene Gm. 


m+ : 
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SPECIAL 
or STOCK 





SPOT 
or 


REGULAR 











For more than 20 years a reliable 
source of supply for precision- 
made... handsomely 
lithographed 
CROWNS for the 
bottling industry. 


PENN 


CORK & CLOSURES, INC. 
1155 Manhattan Ave., Brooklyn 22, N. Y. 
EVergreen 9-4416 


We also 
manufacture 
Screw caps 
from 18mm 


to 89mm. NG! 
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SOUTHERN HOSPITALITY .. . S- G R F F N R V F R 
Atlanta Paper | WS e © 
National NuGrape (Ha) K olling 


Monarch Mfg: Co. 
oa oe. “A Delicious Drink” when Mom was a girl — 
Green River has been rolling up consumer 
GreenRiver demand ever since. Green River carried its own 
® consistent growth on flavor and consumer liking 
through more than 15 years without supporting 
: merchandising effort. This unprecedented ac- 


dedicious 


More than 50 bottlers signed up and put 
Green River to work for them in less than 
five months of 1953. Now Green River 
is really rolling. Under new, experi- 
enced beverage management, 

with sound merchandising tools, 

Green River is rolling in new 

volume, new profits for more 

than 50 new Green River 

bottlers. More bottlers 

are getting into the 

Green River profit 

stream every 

week. 


GREEN RIVER CORP. 


1926 W. 18th St. Chicago, Illinois 
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COPYRIGHT, WALT DISNEY PRODUCTIONS 


“DONALD 
DUCK” 
SOFT DRINKS 


Write NOW !!! for Distributorship or 
Franchise for these... 


NATIONALLY KNOWN FLAVORS 


IN CANS 


GENERAL BEVERAGES, INC., Chattanooga, Tenn. 





WELCOME TRAVELER! ... 


Consolidated Cork 
Geo. J. Meyer 
Orange-Crush 
Liquid Carbonic 
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BEVERAGE PRIC 


WHAT THEY ARE—AND WHERE 










+ + + + me + eee + 


LEGEND: 


[_] Outlined areas—solidly higher prices. 
| Shaded areas—prices moving upward. 
ke Red areas —solidly pre-war prices. 


With the map above, which pictures the nation-wide price situation in three broad classifica- 
tions, and the tables which follow, (next page) which give specific price ranges by selected cities 
in 48 States, N.B.G.’s monthly department continues its task of keeping the industry fully in- 
formed on the trend of wholesale beverage prices. 


The map shows a sharply defined line of demarcation between States generally at higher prices 
and those at the “traditional” levels. Those shaded are in a transitional stage, with most bottlers 
having broken away from the old base prices, but still far from the levels of bottlers in States shown 
in simple outline. Price changes in the past 30 days occurred principally in California, Con- 
necticut and Chicago, Ill. 


In order to make this department as accurate and timely as possible, we cordially invite our 
readers to submit at any time price information with regard to their own activities, or of their com- 
munities. Price data may be identified as to brand, but should be restricted to the three sizes listed. 
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OF THE SHOW! 


Deliciously lighter Bubble Up is 
setting new records all over the country. 
More and more bottlers are cashing 


in on year ‘round Bubble Up sales. 


You can get all the facts of the 
Bubble Up success story by contact- 
ing the Bubble Up Corporation, 

1015 S. Washington Street, 

Peoria, Illinois, today! 


«»- the 


KING-SIZE 
“up” 








BEVERAGE PRICES 








Cities 





Aliceville 
Anniston 
Birmingham 
Boaz 
Fayette 
Gadsden 
Gordo 

Guin 

Jasper 
Montgomery 
Mobile 
Russellville 


Cities 





Phoenix 
Tucson 
Safford 
Douglas 
Yuma 


* $2.75 price is on no-deposit quarts. 


Cities 





Fort Smith 
Jonesboro 
Little Rock 
Texarkana 
Fayetteville 
Camden* 
Eldorado* 
Fordyce* 











*All except Dr. Pepper and Coca-Cola. 


Cities 





Sacramento 
Stockton 
Berkeley 
Oakland 
San Francisco 
San Jose 
Fresno 
Bakersfield 
Pasadena 
Los Angeles 
Long Beach 
San Diego 


Cities 





Denver 


Colorado Springs 


Pueblo 
Greely 
Sterling 
Trinidad 
Alamosa 
Salida 








ALABAMA 
6-8 oz. 10-12 oz. Quarts 
96 
96 
96 .96 2.00 
.96 
.96 
96 
.96 
96 
.96 
80 29 
.80 80 
96 
ARIZONA 
6-8 oz. 10-12 oz. Quarts 
.80-1.10 .80-1.10 1.25-1.90 
.80- .90 .80-1.10 1.25-1.60 
.80 .80 1.25-1.60 
.80- .90 1.25-2.75* 
1,10-1.20 1.20 1.25-2.10 
ARKANSAS 
6-8 oz. 10-12 oz. Quarts 
.80 .80 
.80 .80 
.80 .80 
80 .80 
.80- .85 80- .85 
.80- .96 80- .96 
.80- .96 80- .96 
.80- .96 80- .96 
CALIFORNIA 
6-8 oz. 10-12 oz. Quarts 
.90-1.30 1.35 1.60-1.80 
.90-1.10 1.10-1.20 1.60-1.80 
.90-1.20 1.20 1.25-1.60 
.90-1.20 1.20 1.25-1.60 
.90-1.20 1.29 1.25-1.60 
1.00-1.20 1.30 1.50 
1.00-1.30 1.30 1.60-2.00 
1.20-1.30 1.20 1.60-2.25 
1.35 1.38 1.80-2.25 
1.35 1.35 1.80-2.25 
1.35 1.35 1.80-2.25 
1.20-1.35 1.35 1.60-2.00 
COLORADO 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80-1.00 1.15-1.40 
1.20 1.30 1.15-1.40 
1.20 1.30 1.15-1.40 
1.00 1.00 1.15-1.40 
1.40 1.40 1.20-1.60 
96 .96 1.20-1.40 
1.25 1.25 1.60 
1.25 1.25 1.60-1.80 
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BY STATES 





Cities 





Waterbury 
Hartford 
New Haven 
Bridgeport 
Norwalk 


Cities 





Wilmington 


Cities 


Washington 


Cities 





Pensacola 
Tallahassee 


Jacksonville* 


Orlando* 
Lakeland 
Tampa* 


St. Petersburg* 
W. Palm Beach* 


Miami* 
Key West* 


* All except Coca-Cola, 


Cities 





Atlanta 
Augusta 
Macon 
Columbus 
Savannah 
LaGrange 
West Point 
Valdosta 
Albany 


Cities 





Boise 

Twin Falls 
Pocatello 
Lewiston 
Payette 


Cities 





Cairo 
Joilet 
Chicago 
Decatur 
Peoria 
Rockford 
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CONNECTICUT 
6-8 oz. 10-12 oz. Quarts 
-80-1.12 1.00-1.20 1.25-1.85 
.80-1.12 1.00-1.20 1.25-1.85 
.80-1.12 1.00-1.20 1.10-1.85 
-7§-1.12 1.00-1.20 1.00-1.85 
.80-1.00 1.00-1.20 1.00-1.85 
DELAWARE 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 1.00-1.60 
DISTRICT OF COLUMBIA 
6-8 oz. 10-12 oz. Quarts 
-70-1.20 .80-1.20 .80-1.65 
FLORIDA 
6-8 oz. 10-12 oz. Quarts 
.80 
80 
.80— .96 
.80- .96 
.80- .96 
.80-— .96 
.80- .96 
.80-— .96 
.80-— .96 
.80-— .96 
which is .80. 
GEORGIA 
6-8 oz. 10-12 oz. Quarts 
.80-— .96 .80-— .96 1.60-2.00 
.80-1.00 .80-1.00 1.60-2.00 
80 80 80 
.80 80 .80 
.80— .96 .80- .96 1.60 
.80-— .96 .80- .96 1.60-2.00 
.80-— .96 .80- .96 1.60-2.00 
.80- .90 .80- .90 1.60 
.80- .85 .80-— .85 
IDAHO 
6-8 oz. 10-12 oz. Quarts 
.90 .90-1.00 1.60-1.80 
1.35 1.35-1.50 1.60-1.80 
1.35 1.35-1.50 1.50-1.80 
1.60 1.60 1.50-1.80 
.80-1.00 .80-1.00 1.60-1.80 
ILLINOIS 
6-8 oz. 10-12 oz. Quarts 
.80- .96 .80- .96 
1.20 1.20 1.60 
-75-1.20 .80-1.20 .80-1.90 
1.00-1.40 1.00-1.40 1.20-1.60 
-79-1.40 1.40 1.85 
.80-1.20 .80-1.20 1.00-1.60 

























FLO-SWEET ENGINEERS have 
the longest experience in the 
liquid sugar industry. From de- 
sign of a liquid sugar system 
. through operating tech- 
niques . . . to finished product 
quality control—Flo-Sweet's un- 
matched experience assures 
satisfaction and economy. 































SIX SOUND REASONS 


for buying liquid sugar 
from the leader 





A QUARTER CENTURY OF LEADERSHIP 


These Flo-Sweet firsts can mean substantial savings 


ENGINEERING “KNOW-HOW” amassed over a quarter for you: 


of a century goes into every Flo-Sweet installation. FIRST to deliver liquid sugar on a bulk commercial 


EQUIPMENT DESIGNS for your particular needs are basis. 


Flo-Sweet contributions to a smoothly functioning liquid 
sugar system. 


FIRST to establish complete engineering service in de- 
sign and installation of liquid sugar systems. 


FIRST to formulate liquid sugars tailored to customer 
specifications. 


LABORATORY RESEARCH continues to keep Flo-Sweet 
liquid sugars and handling techniques in the lead. 


FIRST to develop product quality control through use 


costs for hundreds of Flo-Sweet users. of liquid suger. 


FIRST to devise means of preventing surface dilution 


PRECISE CONTROLS of liquid sugar’s physical and chemi- of liquid sugar in sterage. 


4 PRODUCT IMPROVEMENT has increased quality and cut 
5 cal characteristics are standard Flo-Sweet procedures. 
FIRST to develop effective means of controlling the tem- 
GUIDANCE in use of regular or special liquid sugars is perature of liquid sugar going into production. 
6 another Flo-Sweet bonus. 

Flo-Sweet engineers constantly strive to make Flo-Sweet 
liquid sugars of greater and still greater value. They 


will be able to help you. Why not consult them? 


Remember—no other refinery has Flo-Sweet’s 
years of liquid sugar “know-how” 
. all yours for the asking! 


















PIONEERS IN LIQUID SUGARS FOR INDUSTRY 

















4 Complete LIQUID Lines 


for new Cnt plant 
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Four new Liquid lines are now being in- 
stalled in the new James Vernor Company 
plant on Woodward Ave., Detroit, Mich. 
This building occupies seven acres and 
FULL DEPTH will be one of the largest and most modern 
UNCASER beverage manufacturing and bottling 


plants in the world. 







DELUXE — . ‘iis 
CARBONATOR “Deliciously different is the slogan 

















for Vernor's Ginger Ale — 

popular for nearly a century. 

Outstanding in this company’s notable 
success is their ability to maintain 

the highest standards of quality. 

How natural, then, for this leading bottler 
to select Liquid equipment as the 
mechanical heart of their fine new plant. 


HYDRO JET 


BOTTLE WASHER For Liquid equipment assures 
superlative quality control — 


unvarying product standardization. 


BEVERAGE 
MIXER 


























LIQUID LOW 
PRESSURE FILLER 


THE 
[ | UJ i D CARBONIC CORPORATION 
3100 South Kedzie Avenue, Chicago 23, Illinois 
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Cities 





Evansville 
Indianapolis 
Terre Haute 
Gary 


Cities 





Sioux City 
Dubuque 
Cedar Rapids 
Des Moines 
Davenport 
Council Bluffs 
Burlington 
Waterloo 


Cities 





Topeka 
Wichita 


Cities 





Covington 
Louisville 
Frankfort 
Lexington 
Paducah 
Bowling Green 
Middlesboro 


Cities 





Amite 
Alexandria 
Hammond 
New Orleans 
Shreveport 
Bogalusa 
Thibodaux 
Lockport 
Grand Isle 
Lafayette 
Monroe 
Minden 
New Iberia 


Cities 





Auburn 
Bangor 
Lewiston 
Portland 


Cities 





Baltimore 
Hagerstown 
Annapolis 
Salisbury 
Cumberland 
Silver Springs 


INDIANA 























6-8 oz. 10-12 oz. Quarts 
.80- .96 96 1.25-1.60 
.80 96 
.80- .96 .80- .96 1.20-1.60 
.96-1.10 .96-1.10 1.20-1.40 
IOWA 
6-8 oz. 10-12 oz. Quarts 
.80-— .96 .80- .96 1.30-1.85 
.80-1.20 .80-1.20 1.50-1.85 
.80- .96 .80-1.20 1.40-1.85 
.96-1.20 -96-2.40 1.45-1.85 
80-1 = 1.20-2.40 _1.30-1.85 
80- | .80- .96 1.10-1.85 
.80 .80- .96 1.10-1.40 
.96-1.20 1.20 1.60-1.85 
KANSAS 
6-8 oz. 10-12 oz. Quarts 
.96 -96-1.00 
.80 80 1.25-1.60 
KENTUCKY 
6-8 oz. 10-12 oz. -Quarts 
.96 
.80-1.12 96 
.70— .80 .96 
.80 96 
.80 .96 
.80 
1.00 1.00 
LOUISIANA 
6-8 oz. 10-12 oz Quarts 
.83-1.00 83-1.00 
.83-1.00 83-1.00 
.83-1.00 83-1.00 
-78- .811/, 811/2-.82 
.96-1.00 96-1.01 
1.00 1.00 
.96 .96 
96 96 
.96 .96 
1.00 1.00 
85 85 
1.00 85 
1.00 1.00 
MAINE 
6-8 oz. 10-12 oz. Quarts 
.80-— .90 .80- .96 1.90-2.65 
.90-1.10 1.1G-1.20 1.20-1.80 
.80- .90 -80-— .96 1.90-2.65 
.72— .96 .80- .96 1.00-1.60 
MARYLAND 
6-8 oz. 10-12 oz. Quarts 
.80- .96 80- .96 1.00-1.6C 
.80- .96 60 1.20 
80 .80- .96 1.20 
.80-— .96 -80- .96 1.20 
.80- .96 -80— .96 
.80- .96 -80— .96 1,20-1.40 
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Cities 





Boston 

Fall River 
New Bedford 
Taunton 
Springfield 
Worcester 


Cities 





Marquette 
Bay City 
Grand Rapids 
Saginaw 

Flint 

Lansing 
Jackson 
Detroit 
Kalamazoo 


Cities 





Minneapolis 
Duluth 

St. Paul 
Rochester 
Winona 

Red Wing 
Detroit Lakes 
Austin 
Moorhead 
Owatonna 


Cities 





Greenville 
Vicksburg 
Meridian 
Jackson 
Laurel 
Columbus 
Grenada 


Cities 





St. Joseph 
Hannibal 
Kansas City 
St. Louis 
Jefferson City 
Springfield 
Joplin 

Poplar Blufis 


Cities 





Great Falls 
Helena 
Missoula 
Anaconda 
Butte 
Billings 
Havre 
Kalispell 
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6-8 oz. 10-12 oz. Quarts 
-70— .96 .80-1.20 1.00-1.60 
-70— .96 -80-1.20 1.00-1.60 
.70-— .96 .80-1.20 1.00-1.60 
-70— .96 .80-1.20 1.00-1.60 
-72-1.12 .80-2.08 1.25-1.60 
.65-— .96 .65-1.20 .80-1.80 
MICHIGAN 
6-8 oz. 10-12 oz. Quarts 
1.25 1.50 1.50-1.80 
.90-1.12 1.10-1.25 1.44-1.60 
.90-1.00 1.25 1.35-1.90 
-90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 1.10-1.25 1.44-1.60 
.90-1.00 -96-1.25 1.25-1.60 
.96-—1.00 1.10-1.25 1.20-1.85 
-96-1.12 1.10-1.25 1.45-1.60 
.90-1.00 .98-1.25 1.35-1.85 
MINNESOTA 
6-8 oz. 10-12 oz. Quarts 
.96-1.20 .96-1.20 1.20-2.20 
96-1.20 1.00-2.05 1.35-2.00 
.96-1.20 
1.20 1.35 
1.20 1.35 
1.20 1.20 
1.20 1.40 
.96-1.20 1.35 1.65 
1.20 1.40 
1.20 
MISSISSIPPI 
6-8 oz. 10-12 oz. Quarts 
80 .80 80 
.80 .80 .80 
.80 .80 .80 
.80 80 .80 
.80 .80 80 
.96 .96 .96 
1.00 1.00 1.00 
MISSOURI 
6-8 oz. 10-12 oz. Quarts 
.80- .96 -80-1.00 
.80- .96 -96-1.10 
.90- .96 -96-1.10 .90-1.65 
96 .96 
.85-1.00 .90-1.10 
80 .80- .96 
.80- .96 .80- .96 
MONTANA 
6-8 oz. 10-12 oz. Quarts 
1.20 
1.20 1.75 
1.20 1.40 1.65 
1.20 1.20 1.70 
1.20 1.20 
.80-1.20 .80-1.20 2.40 
1.20 1.95 


1,50 


1.50 




















Cities 





North Platte 
Grand Island 




















tainly enjoyed meeting all 
\ of our friends in person 
\" at the Show. 


Until next year when 
we hope to see you 
again, if you'd like to 
know more about Fros- 
tie, please write us or 
see your nearest 
Frostie bottler. 


A SINGLE 
SIP SELLS! 


j 12 FULL 
by OUNCES! 
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Omaha 
Lincoln 
Scottsbluff 
VW Norfolk 
or S Columbus 
Fremont 
are good, 
be ef i ] Cities 
Gq an Cc asp % Reno 
Carson City 
better” a 
— ANON. Cities 
a OE ed er rarer ae Keene 
Claremont 
Much can be accomplished at a te ae dl 
distance (our 69%, bottler in- 
crease during the past year 
proves that), but we cer- io 
Cities 





Perth Amboy 
Paterson 
Passaic 
Newark 
Jersey City 
Trenton 
Camden 


Cities 





Santa Fe 
Albuquerque 
Roswell 
Hobbs 
Carlsbad 


Cities 





Albany 
Hudson 
Troy 
Schenectady 
Syracuse 
Binghamton 
Amsterdam 
New York City 
Niagara Falls 
Buffalo 

| Olean 
Jamestown 


Cities 





Asheville 
Charlotte 
Greensboro 
Raleigh 
Wilmington 
Winston-Salem 


NEBRASKA 















































6-8 oz. 10-12 oz. Quarts 
1.20 1.20 

1.20 1.20 

80 96 

1.20 1.20 

1.30 1.30 

1.20 1.40 

1.20 1.40 

80 .80 

NEVADA 

6-8 oz. 10-12 oz. Quarts 

1.20 1.20-1.35 1.80 

1.30 1.30-1.35 1.80 

1.35 1.35 1.80 

NEW HAMPSHIRE 

6-8 oz. 10-12 oz. Quarts 

1.20 

1.40 1.20-1.40 

.80- .96 96 1.20-1.60 

.65- .96 .96-1.20 80-1.60 

REG..U.S. PAT: OF; 
NEW JERSEY : a 

6-8 oz. 10-12 oz. Quarts a i 
.96 1.20 1.60 

.70- .90 .90-1.00 1.00-1.25 

-70- .90 .90-1.00 1.00-1.25 

-75~ .96 1.10-1.20 1.00-1.44 

.60- .95 1.00-1.15 1.00-1.35 

.95-1.05 1.00-1.20 1.35-1.50 

-75-1.20 .90-1.20 1.00-1.60 

NEW MEXICO 

6-8 oz. 10-12 oz. Quarts 

.80- .90 .80- .96 1.45-1.60 

.80 .80- .96 1.45-1.60 

.80-1.00 .80-1.20 1.60 

.80-1.20 .80-1.00 1.60 

.80-1.00 .90-1.20 1.60 

NEW YORK 

6-8 oz. 10-12 oz. Quarts 

96 .96-1.20 1.30-1.8 

.96 1.30-1.80 

96 1.30-1.80 

96 .96—1.20 1.30-1.80 

96 1.30-1.80 

96 1.30-1.80 

96 .96-1.20 1.30-1.80 

.96-1.20 .96-1.20 1.20-1.80 

96 1.40 

.96 1.20 1.45 

90 .96-1.20 1.40 

.96 1.20 1.40 

NORTH CAROLINA 

6-8 oz. 10-12 oz. Quarts 

.80- .96 .80- .96 1.20-1.60 

.80- .96 .80- .96 Pm ea 
.80 .80- .96 1.60 
'80- 96 .80-2.08 _1.20-1.60 an es Ce ee On OW -U  G 
80 .80-1.60 1.50-1.65 

80 80- 96 1.60 2301 HAMPTON AVENUE 





| (Continued on Page 71) 
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SMOOTH 
SAILING 
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with 


HIRES 


REAL OLDTIME 


ROOT BEER 


Look at it this way. 


For over 77 years Hires has been 
America’s favorite root beer. 
Since 1876, more than 30 million 
dollars in advertising has put 
Hires on top—and kept it there. 


Currently, Hires national adver- 
tising—in Life, Look, and The 
Post—pays off by starting every 
new franchise with a pre-sold 
market. With colorful, compelling 
advertising paving the way 

to steady profits, Hires bottlers 
coast-to-coast do a thriving 
business .. . all year round. 


A few franchises remain available. 
Write today for details to The 

Charles E. Hires Co., 206 S. 24th 
St., Philadelphia, Penna. 


ay xe ‘i 2 Since - 


Know Your Markets— 
To Sell Them 


Market analysis is practical and possible for 


businesses of any size, and needed for the 


sales development of old and new products. 





Tur small bottler running a plant, 


faced with sales difficulties because of 


peace-time changes, has three possibi- 
lities open to him: 

1. He may be able to increase his 
effectiveness in his present markets. 

2. He may seek new markets for his 
present products. 

3. He may introduce new products 
to his present or prospective markets. 

Market analysis that is, careful 
study of the factors which affect the 
total possible sales of his product or 
proposed product—can help him with 
these three possibilities. 

In analyzing old markets, where his 
products are already established, he 
should: 

1. Plan realistic, attainable market 
goals. 

2. Check the effectiveness of his 
marketing activities in terms of de- 
sired sales. 


3. Locate “soft” spots in market 


coverage. 


4. Determine specific ways for in- 
creasing the effectiveness of his mar- 
keting program. 


5. Recognize and evaluate short-and 
long-run changes in the market. 

In analyzing new markets, where 
the bottler seeks new outlets for exist 
ing products or wants to determine 
the salability of new products, market 


analysis will help him to: 


1. Recognize the problems of open- 
ing the new markets or introducing 
the new products. 

2. Set realistic, attainable market 
goals. 

3. Determine which are the most 
profitable markets to cultivate. 


4. Determine the best method or 


First IN SALES! 


First Irmeley\ihaa 
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' 
cauifors 


Peoplé the country over are ask 
ing for Nesbict's by name because 
it's the bese tasting and the most 
extensively advertised drink of 
its kind in the country. Our rep 
resentative will be glad to call 
on any interested bottler in any 


open territory 


Firs IN‘ ACCEPTANCE! 


NESBITT FRUIT 


PRODUCTS INC. 
2946 EAST IIth STREET 


LOS ANGELES 23, CALIF 
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YOUR PRESENT FILLER 
CAN PUT YOU IN ON THE 
BIG BIRELEY’S BOOM! 


Bottlers report 50% to 80% volume 
increases due to Bireley’s 
instant dealer-consumer popularity 


You need only a way to supply your present line 
with hot water to get in on the biggest soft drink 


boom of the year. 


Here's how Bireley’s revolutionary new Citro- 


Flash process works to give you a share of the ““Bireley’s acceptance actually helped increase distribution of my 
soft drink market that can up your volume 80% other products,’ says George Cicovich, Tacoma, Washington. 
—without materially adding r( >quipme ae 6 , er ‘ 

; mat lly ad ling to your equipment At first I was skeptical about the effect of adding Bireley’s on my other 
investment or competing with any carbonated lines. | found out that Bireley’s distinctive features quickly obtained wide 
line you now handle. distribution and sales, actually improved distribution of my other products.” 





Bireley’s syrup is mixed and injected If you have steam available now, a New gasket materials developed to per- 

into the bottle just as with carbonated simple heat exchanger unit will furnish fect Bireley’s new Citro-Flash process. 

drinks. Then, the regular filler fills the the necessary hot water. For larger fill- They stand up perfectly under the pas- 

bottle with hot water at pasteurizing ers, a bigger—but still inexpensive— teurizing temperatures, and form a per- 

temperature instead of carbonated water. heater is used with automatic tempera- fect seal for bottling carbonated drinks 
ture controls. under pressure. 


’ 
Get the Facts on the Big Bireley’s Boom! Write, i | K F LEY S D lV | S i 0 N 


wire —or call us collect at HO 9-2234. A Bireley’s 


field representative will be over pronto with the facts GENERAL FOODS CORPORATION 
on the hottest franchise in the beverage business. No 
reason for you to miss out on the Big Bireley’s Boom. 1127 North Mansfield Avenue, Hollywood 38, California 





methods of distributing his products. 
5. Train sales personnel. 
6. Plan his promotional program. 
7. Determine which flavors or bev- 
erages, or sizes are needed. 


Sources Of Marke! Data 


The small manufacturer probably 
has only limited resources for research 
and no specialized market research 
personnel. However, there are various 
sources from which he can obtain use- 
ful marketing data at a cost he can 
afford. Space does not permit a com- 
plete listing of these sources, but a 
listing of general sources follows, and 
reference will be made elsewhere in 
this article to more specific sources in 
connection with particular informa- 
tion required: 

1. Trade Associations, state and 
national. 

2. Advertising magazines and trade 
publications. 

3. University bureaus of business 
research. 

4. U. S. Department of Commerce. 

5. The bottler’s own business re- 
cords. 

a. Sales data. 

b. Financial records. 
6. Special market investigations. 

a. By bottler’s personnel. 

b. By advertising agencies or 
media. 

c. By private research agencies. 

It is similarly not practical to list 
the specific publications that contain 
basic market data. Instead, it is sug- 
gested that the bottler refer to the 
U. S. Department of Commerce publi- 
cation, Market Research Sources, 
(Price $1.00) available from all De- 
partment field offices, as well as from 
the Department itself, Washington 25, 
D. C., and the pamphlet, How Can You 
Get the Facts About Your Market? 
(Price 10 cents) obtainable from the 
Domestic Distribution Department, 
Chamber of Commerce of the United 
States, Washington 6, D. C. These two 
publications cite the majority of pub- 
lished source materials available from 
the Federal Government, and from 
trade associations and other private 


agencies. 
Detining The Area To Be Studied 


The first step for the bottler to take 
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in his market analysis is-to select the 
geographical market area or areas to 
be studied. The area should be well- 
defined, preferably by using boun- 
daries which coincide with those used 
for most of the published market data. 
State and county lines usually are 
Market data are also 
available for metropolitan trading 


satisfactory. 


areas where they exceed the limits of 
cities and counties. For most cities, 
the Bureau of the Census breaks down 
population, housing, and other perti- 
nent information by census tracts. 
Therefore, markets can be analyzed by 
very small segments. For example, 
suppose the bottler selects an entire 
State for analysis. He could divide the 
State into territories by grouping 
counties, and could divide the terri- 
tories into districts by major city mar- 
kets, giving large metropolitan areas 
special treatment as may be required. 
A breakdown of this type would per- 
mit the manufacturer to analyze the 
market as a whole and to observe the 
changing relationships of the parts to 


the whole and to each other. 
Estimating Sales Possibilities 


Analysis of the particular market 
falls into four parts: 

1. Size of the market 
and geographically. 

2. Qualitative characteristics of the 


, numerically 


market (willingness to buy). 

3. Purchasing power in the market 
(ability to buy). 

1. Competition in the market. 

In making the analysis, it is neces- 
sary to obtain answers to such ques- 
tions as these: 

1. Who are possible customers? 

2. Where are they located ? 

3. How many are there? 

1. How do they use the product? 

5. What is the rate of use? frequen- 
cy of purchase? 

6. What is the seasonal variation of 
purchase ? 

7. How do age, marital status, and 
related factors affect sales? 

8. What is the effective purchasing 
power of the market? 

9. What is the extent and quality of 


competition ? 
Size Of The Market 


The number of propective customers 
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“x ANNOUNCING NEW 4 


DODGE} TRUCK 


Brilliant new design opens new era in trucking! 


$X Compare their new comfort! +X Test their new handling ease! 
K See their new low work-saving design ! 





2 GREAT ENGINE LINE-UPS! In addition to cost-cutting 6’s, 

Dodge now offers the most powerful V-8 engines of all leading 

trucks! Available in 1 4-, 2-, and 2!4-ton models... standard 

in 234-, 3-, 3'4-ton! Revolutionary hemispherical combustion 
chamber for high efficiency! Get free book on engine efficiency 
and its importance to you at your Dodge dealer’s! 

OVER 75 NEW FEATURES! Spectacular low-built lines! New 
~s increases in G.C.W.! New cab sealing against dust, drafts! 
Nonskid running boards! 

‘ PLUS famous Dodge features like . . . completely rustproofed 
sheet metal . . . moistureproof ignition! Truck-o-matic trans- 
mission with g¥rol Fluid Drive, available! 












is . : 4 Se - 4 

New! Sharper Turning! New steering sys- New! Smarter Styling! New colors! New New! Lower Lines! Pick-up and panel 
tem for the shortest turning of all leading flow-line design, featuring integral fenders, floors knee-high for loading ease! Lower 
trucks! New shorter conventional tractors! sparkling chrome! New two-tone interior running board for easier entry! Lower hood 
New, one-piece windshield! More total styling! New wider doors! New easy-chair for greater visibility! New, low center of 
vision area than any other popular makel seats! New instrument panel. gravity for road-hugging stability! 


SEE YOUR FRIENDLY DODGE DEALER! 
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in an area depends upon the type of 
product being sold—consumer or in- 
dustrial. For a consumer product in 
general use like soft drinks, the pro- 
bable sales in an area might be meas- 
ured by the total population, by the 
number of families, or by the number 
of dwelling units. On the other hand, 
the market for an industrial product, 
say automotive lubrication equipment, 
would be gaged by the number of ser- 
vice stations and garages. The small 
bottler needs to determine one or two 
gages of probable sales volume, of 
which the foregoing are illustrations, 
directly associated with the use and 
sale of his products. The relationship 
should be measurable in some way. 
For example, the relationship between 
population and probable soft drink 
sales might be measured by per capita 
purchases of the particular kind of 
product. 


Qualitative Characteristics 
Of The Market 


Qualitative characteristics of an 
aurea are the factors which affect the 
willingness of consumers to. buy. 
Climate influences types of products 
which can be sold and often determines 
the times of sale. It is certainly a 
prime consideration in soft drink 
sales. A long-established community 
with a low or negative rate of growth 
is a different type of market for many 
goods and services than a_ rapidly 
growing one. Other characteristics, 
such as the intensity of competition 
and the age distribution of the popula- 
tion also influence purchases. Mining, 
industrial, wholesale, and agricultural 
centers react differently in the pur- 
chase of many products. The probable 
demand for a given product depends 
upon a combination of such factors, 
rather than upon any single one, and 
these factors should be studied with 
reference to the problems involved in 
marketing the product under investi- 
gation. 


Purchasing Power In The Market 


After the number of possible pur- 
chasers of the product in the selected 
area and their desire to buy have been 


measured, buying power and competi- 


National Bottlers’ Gazette 


A i 









{ 
f 

¢ 
y 




























tion should be estimated as accurately 
as possible. Current national and State 
income estimates are available from 
the U. S. Department of Commerce 
(Office of Business Economics). From 
the same source come figures on per- 
sonal consumption expenditures. 

Farm income data, broken down by 
counties, are available from the United 
States Department of Agriculture. 
Similar information by State and 
sometimes counties are available from 
various university bureaus of busi- 
ness research. 

Rough estimates of buying power 
can be derived from indirect measures 
as postal receipts, bank debits, bank 
deposits, and retail sales, types of data 
which have the advantage of being ob- 
tainable currently. The two bank fig- 
ures need to be used carefully. Debits 
show the rate at which checking ac- 
counts are being drawn down. Since 
debits may include large industrial 
transactions having no bearing upon 
sales of individual products, the rate 
could be misleading. Similarly, de- 
posits may reflect balances held for 
Government, industrial, or correspon- 
dent-bank accounts and therefore fail 
to reflect purchasing power for a given 
product. Retail sales indicate the rate 
of consumer spending in a territory 
and closely follow fluctuations in dis- 


posable personal incomes. 


Competition In The Market Area 


Once the total demand for a product 
in a given territory has been esti- 
mated, the next step is to estimate the 
share which the bottler should seek. 
If he is already competing in the mar- 
ket, his sales records will show his 
present share; and he can check his 
share against that of his competitors. 
If he is entering a new market, he 
may set as his goal the share he is 
getting where he is already estab- 
lished, subject to adjustment for dif- 
ferences in the intensity of the com- 
petition. In either case, he must con- 
sider how well established his compe- 
titors are, the kinds of promotion they 
use, and what he must do in order to 
capture an acceptable portion of the 
available business. If realistic goals 
are set, they will be an effective incen- 
tive to the sales force. Probably the 
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best indicator of his share of the mar- 
ket is past performance in other mar- 
kets; but if the bottler is introducing 
a new product and has no performance 
records to go on, he can develop esti- 
mates based on proposed plans for 
sales and promotion, and set sales 


geals accordingly. 
Analyzing Trade Channels 


Once the probable market has been 
identified, located geographically, and 
broken into control units, the next 
move is to analyze the means by which 
the bottler reaches or can reach that 
market. If the prospects are few in 
number, are relatively concentrated, 
and purchase in quantity, and if the 
product requires special service, then 
sales might well be direct from manu- 
facturer to user. But on the other 
hand, soft drink sales are universally 
made to a large number of prospects in 
the area, who are widely dispersed, and 
who purchase the product in small 
quantities and very frequently. The 
bottler will need some kind of “‘middle- 
men” which could be his route-sales- 


men, or distributors. 


Pricing, Discounts, And Terms 


The small bottler who is seeking 
new markets or more business in old 
markets needs to analyze his pricing 
policies because they are crucial to his 
marketing program. Before entering 
a new market or introducing a new 
product, he should acquaint himself 
with competitive products that are al- 
ready in the field and check the prices 
at which they are offered. Such in- 
vestigations sometimes reveal gaps in 
price brackets that he can fill by pric- 
ing his product accordingly. He also 
needs to know the price brackets popu- 
lar in the trade, as they indicate the 
ranges within which the “right” price 
will fall. 

It is also important for the bottler 
to know the typical trade discounts 
given the retailers. He also should 
familiarize himself with the usual 
practices relating to quantity and cash 
discounts, deposits, dating, invoicing, 
guarantees, adjustments and returns. 
The bottler probably has this informa- 
tion for his established markets. He 








EVERYONE A LEADER 


MONTREAL PALE DRY 


(The number | independent ginger ale — 2 oz.) 


JUICE ORANGE (cans) 


+2000 — the leading Orange Base in cans — 1-17) 


‘“FO-ME”’ ROOT BEER 


(+1855 — 4 oz. creamy & foamy with color — a favorite) 



























(concord) GRAPE (uuice) 


(2 oz. imitation, with added grape juice and color) 











LEMON UP unit 


(Delicious, economical — 2 oz. — a fast seller) 
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needs similar information when enter- 
ing new markets or introducing new 
products. Without it, he would be at 
a serious disadvantage. 


Analyzing Sales And Promotion 
Effectiveness 


By defining the market, establishing 
channels of distribution, and working 
out prices, discounts, and terms, the 
small manufacturer paves the way for 
effective selling. He then needs a sys- 
tem for evaluating the performance 
of his own sales force and the outlets 
they obtain. The following steps are 
suggested to the bottler: 

1. He should set up quotas for total 
sales for a given period, say one year. 
He should base the quotas upon short- 
run forecasts of the number of old and 
new accounts he can expect to serve 
during the year, their probable re- 
quirements for his products and the 
possibility of best obtaining a larger 
share of each account’s business. 
These forecasts should be based upon 
past experience with adjustments for 
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changing business conditions and re- 
appraisals of potential sales in the 
market. The forecasts are most useful 
when reduced to specific figures. 

2. The bottler should next assign 
quotas to individual routes. Total sales 
figures do not afford adequate evalu- 
ation of sales performance, because 
they average out the inferior and su- 
perior results in different territories. 
Therefore, the quotas should’ be 
broken down by territories, based upon 
past sales records and/or the terri- 
torial market possibilities. 

3. Next, quotas should be assigned 
to individual within the 
territories. A plan is to have the sales- 
men and the home office set quotas in- 
dependently and then reconcile the dif- 
before 


salesmen 


ferences through discussion 
arriving at the final sales goals. To 
have incentive value the quotas for 
salesmen must be attainable and yet 
must challenge the salesmen to make 
full use of their abilities. The quotas 
should include not only the dollar sales 
expected, but also the net increase in 
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LIME 
LEMON Broug 


DELIGHTS EVERYONE! 


5 STAR Half Lime and Lemon is a 
tangy, tasty, thirst-quenching blend 
that will appeal to your customers. 
Send for a free sample and let 5 STAR 
Helf Lime and Lemon prove itself. 





QUININE A hit everywhere! 
WATER Write for samples. 











BOTTLERS SUPPLY CO. 
3359 St. ClairAve., Cleveland, 0. 








the number of accounts, and, where 
practicable, the names of the accounts 
which the manufacturer regards as 
desirable customers. 

4. Finally, actual sales should be 
checked against quotas by totals, by 
territories, by salesmen, and by prod- 
ucts. The comparisons should be made 
monthly or oftener. In this way, the 
manufacturer will know promptly 
where the weak spots are and can take 
immediate remedial action. 

With this kind of system, adapted to 
his particular business, the bottler can 
best take advantage of his opportu- 
nities in old and new markets. 


Dieticians Consider 
Low-Calorie Foods 

The American Dietetic Association 
held its thirty-sixth annual meeting at 
Los Angeles, Calif., with Dr. Emil 
Mrak, professor of food technology in 
the Experimental Station of the Uni- 
versity of California College of Agri- 
making one of the 


culture, Davis, 
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Standard Water Cooling Unit 


P & R Bottling Equipment 


Rugged . .. Economical . . . Reasonably Priced 


© Stainless Steei Tanks 
EACH PRODUCT IS BACKED BY 26 YEARS' 
EXPERIENCE IN SERVING BOTTLERS 


POTTER & RAYFIELD, Inc. 


P.O. BOX 1042, ATLANTA |, GA. 


Soaker Loader 

Conveyor Inspection Light 
Manual Inspection Light 

Activated Carbon Purifier 
Sand Filter 

Syrup Cooler 

Salvage Purnp 











DIAMOND 
TECHNICAL 
SERVICE 


featured Mrak_ de- 
scribed some of the new work-saving 
foods that have been developed in re- 
cent years and suggested that some of 
the familiar tools of the kitchen are 
fast becoming outmoded. 


addresses. Dr. 


Dr. Mrak is well known in the bev- 
erage industry, having long been as- 
sociated with Dr. W. V. Cruess on the 
Berkeley campus of the university. In 
his talk he devoted considerable atten- 
tion to the growing use of fruit and 
vegetable juices, stating that these 
are now easy to prepare, with low 
temperature processes preventing loss 
of vitamins. Quite recently, a new 
laboratory and pilot canning and bot- 
tling plant was installed on the cam- 
pus at Davis and attention is now 
being given to work that could former- 
ly be carried on only on a limited scale. 

Considerable attention was paid dur- 
ing the meeting to the California laws 
on dietetic requirements, the use of 
calories and 


synthetic sweetening, 


labeling. 


'Vll help you with 


Problems 


It can pay you to call in the DiAMOND 
Technical Serviceman. Often he can 
recommend more economical methods, 
newer cleaners that can save you 
money. This service is free. Call your 
nearby DIAMOND sales office. 
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DIAMOND 
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DIAMOND ALKALI CO. 
Cleveland 14, Ohio 
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White Rock Of Arizona 
Enjoys Steady Growth 


Since its beginning as the franchised Arizona 
bottler of “White Rock Sparkling Beverages” in De- 
cember, 1948, the White Rock Bottling Company of 
Phoenix, Arizona, has experienced a rapid and 
steady growth, leading to a wide expansion of oper- 
ations within the state. 

Two delivery trucks had no trouble handling the 
demand in 1948. Today, there are 11 trucks serving 
White Rock customers; and there are eight inde- 
pendent distributors covering areas of the state 
not directly served by the company. 





The Phoenix plant bottles White Rock beverages for 
Arizona, with five delivery trucks serving the Phoenix 
area. A new 700-case tractor-trailor delivers to other com- 
pany warehouses and to independent. distributors 
throughout the state. 





All White Rock merchandise distributed in Ari- 
zona is bottled in the plant in Phoenix. From there, 
it is sent to the company’s warehouses and to the 
independent distributors. This is also true of ‘Dad’s 
Old Fashioned Root Beer,”’ which is bottled and dis- 
tributed by the White Rock Bottling Company of 
Arizona. 

The machinery used at the Phoenix plant is among 
the most modern in use anywhere, including the 
recently-installed 500-gallon Liquid Red Diamond 
water refrigerator unit, a 25 HP Baker freon com- 
pressor, and a Halstead & Mitchell forced draft 
water tower. 

The entire plant and warehouse, which has a floor 
space of 100’ x 180’, is traversed by a plant conveyor 
system that greatly facilitates materials handling 
within the plant, and delivers the filled cases to the 
loading platform at the company’s railroad siding. 

The rapid progress made in Tucson, Arizona, is 
typical of the growth of the entire White Rock or- 
ganization under the direction of J. E. Hoots, Vice 
President and General Manager. On May 1, 1953 
approximately four and one-half years after White 
Rock was first introduced in Tucson a new office- 
warehouse was opened to keep pace with the in- 
creased demand. 

Under the management of Mort Miller, the new 
5,000-case warehouse at 872 South Plummer is home 
base for three delivery trucks serving Tucson. 
White Rock’s new tractor-trailer, which carries 700 
cases, delivers White Rock Sparkling Beverages to 


the Tucson warehouse every other day. 
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«Big 6 
Franchises 
do YOU own? 


It’s Smart To Own One Or More— 
And You’re Missing A Good Bet If 
You Don’t Own A DAD'S Franchise 






























IF YOU'RE A DAD'S BOTTLER, count your blessings: 
-You’re in great company... have recognition... 
command a firm market price and enjoy con- 
tinued growth due to established consumer ac- 
ceptance ... supported by a parent organization 
that cares about you .. . backed by advertising 
that sells, merchandising that moves, constant 
sales programming that counts—in 


dollars and cents. 


IF YOU'RE NOT A DAD'S BOTTLER, you’re 
missing one of the proudest, most secure 
and profitable opportunities for com- 
pany improvement you’ve ever known. 
Better look into a Dad’s franchise 


right now. 


DAD’S ROOT BEER COMPANY 
2800 N.Talman Avenue Chicago 18, Illinois 
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hy DIMES AND QUARTERS 


Remove present coin 
equipment from vendor. 


Slide National's Model 
6800 into same mount- 
ing position, 


Complete the installa- 
tion by fastening with 


only seven screws. 








ATLANTA 3, GEORGIA, 685 Peachtree St., N. E.—Phone: ELgin 4318 
CHICAGO 39, ILL., 4907 W. Fullerton Ave.—Phone: NAtional 2-3614 
DALLAS 5, TEXAS, 3202 Knox Street—Phone: JUstin 2291 

LOS ANGELES 6, CALIF., 2309 West Pico Blvd. —Phone: DUnkirk 2-5772 
TORONTO, ONTARIO, CAN., 1551a Eglinton Ave., West, Orchard 2885 
WOODSIDE, L. ISLAND, N. Y., 39-30 Gist St—Phone: Illinois 8-6302 
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Mn, NEW CHANGER TAKES PENNIES, NICKELS, 


Available soon for 


5100 San Francisco Ave. « 
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{ ‘Ideal Dispenser is equipped with 5 
\ NATIONAL'S Mechanical Changer 
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Flexibility never before possible 


Your Ideal Dispenser equipped with National’s 
Mechanical Changer gives you greater earning 
power with its ability to take coins from a penny to 
a quarter. Should a price change become necessary 
the Mechanical Changer may be easily adjusted to 
make 5¢, 6¢, 7¢, 10¢, Ll¢ and 12¢ sales. 


ONE MAN SIMPLIFIED INSTALLATION 
...NO SPECIAL TOOLS OR SKILLS 


MODEL 6800 


( in housing ) 





No extra parts are needed with this National Mechanical Coin 
Changer. Package comes complete with housing and instruc- 
tions. Any operator can make the change-over. 


Can be easily installed on location, 


Ideal Milk Machines 


NATIONAL <> REJECTORS ., 


St. Lovis 15, Mo. 
Phone COlfax 1900 
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National Vending Plan For Canned Drinks 

With the expansion program of Cantrell & Coch- 
rane’s soft drinks in cans being speeded up (the Los 
Angeles plant is due to go into production around 
Christmas), a new firm organized to handle the 
vending of the canned beverages, Fanda, Inc., is ex- 
pected to swing into action on a national scale within 
the next six months. Actually, this is a_ three- 
company combination, involving Fanda, the Cantrell 
& Cochrane Corporation, and Spacarb-Juice Bar, 
which makes the vendors. The plan calls for Spacarb 
to make the vendors and sell them outright to Fanda, 
with Fanda operating the units exclusively. The can 
vending machine holds 348 cans, in four columns, 
and has been field tested in the New York area for 
four months. Spacarb will make the machines at its 
factories in Stamford, Connecticut and Matawan, 
New Jersey. 

As reported last month in N.B.G. Walter S. Mack, 
President of National Phoenix Securities, which re- 
cently sold its subsidiary Mazda Oil Corporation and 
has used the funds from the sale for the erection of 
more manufacturing plants and expansion of its 
canned carbonated beverage “‘Super” line, will go to 
the West Coast this month to supervise the final 
details of the new plant at 5555 East Slauson Ave- 
nue, Los Angeles. A midwestern plant is scheduled 
for erection next March. Vending will not be at- 
tempted on the West Coast until the canned bever- 
age achieves the degree of consumer acceptance and 


distribution there which will make it practical. 
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Cole Stages Clinies For 
Convention Visitors 

Quickly grasping the opportunity 
presented by having the A.B.C.B. Ex- 
position in Chicago this year, Cole 
Products Corporation, which has its 
main offices and showrooms in the 
same city, held special bottlers’ clinics 
daily during the period of the Exposi- 
tion, November 9-12. 

Cole conducted the clinics each day 
at its LaSalle Street headquarters 
from 1 to 4 P.M. Bottlers were shown 
the functions of the cup machines 
made by the company, told how cup 
units can be integrated into cooler and 
bottle operations, and advised on the 
financing and operation of vending 
machines, 

The company has had to adopt this 
means of getting its machines before 
the bottlers since cup machines are 
banned from the exhibit floor at the 
exposition, as they have been since 
1949. Last year, in Atlantic City, the 
company maintained a separate board- 
walk display in a large store adjacent 
to the auditorium. 

Richard Cole, vice-president of the 
company, was in charge of the bot- 


tlers’ clinics in Chicago. 
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COLE 
OPERATORS! 


Contact us immediately about 
converting your Cole-Spa 
600’s and Magniflo 1200's to 
5 SELECTIONS for less than 
$100. 


COLE PROTECTS YOUR 
ORIGINAL INVESTMENT 
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600 cups..-- dry 
powdered ingredi- 
ents. 








COLE PRODUCTS CORPORATION 


WORLD'S LARGEST -MANUFACTURER OF CUP DRINK DISPENSERS 












In the land of the Aztecs, 


it’s “Tome Coca-Cola. 
Bien helada” 


—Which means, of course, ‘‘Drink Coca-Cola. Ice cold.” 


In Mexico, as throughout the world, Coca-Cola is wholesome refreshment... 


DRINK 
oe 44m welcome refreshment. It brings a touch of the U.S. A. to good neighbors everywhere, 
(YET just as it brings a friendly moment to Americans 


who work refreshed and play refreshed right here at home. 





COPYRIGHT, THE COCA-COLA COMPANY 
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Hot Beverage Vending On The Rise 

More and greater varieties of hot beverages will 
be vended during the coming year, with coffee con- 
tinuing to lead the field. This trend in vending was 
brought home during the recent National Automatic 
Merchandising Association convention in Chicago, 
where the major portion of new equipment. shown 
was straight coffee or hot-cold drink combinations. 

Of significance is the definite trend toward com- 
bination hot-cold beverage machines by major man- 
ufacturers. The advisability of vending hot bever- 
ages, particularly coffee, is no jonger in question. 
Now under investigation are the problems of com- 
bination cold drink varieties and new locations, us- 
ing the new machines which are currently on the 
market and specifically designed to open wider loca- 
tion fields. 


Canada Dry To Push Vended Ginger Ale 

Canada Dry Ginger Ale, Inc. is launching a drive 
to popularize the sale of its ginger ale through 
vendors. The firm currently sells nine flavors of 
syrups to operators, but to date has made no attempt 
to boost the vendor sales of its most popular and 
most highly advertised product, ginger ale. 

The move is not a hasty one, according to Al Glaze- 
brook, who is in charge of Canada Dry’s syrup sales. 
The public has had to be conditioned in two ways 
before ginger ale vending could be a fact. First, it 
had to be convinced that ginger ale in addition to its 
use as a mixer, is also a drink in itself, and secondly, 
the use of ginger ale in 7 ounce bottles and in cups 
must be encouraged. The problem was to establish 
ginger ale as a drink which could be consumed on the 
premises without further additions or inducements. 

Much of the company’s faith in the future of 














DOUBLE DUTY MACHINE 


In this booth display maintained by the Pepsi-Cola Bot- 
tling Co. of Chicago at the recent convention of the 
National Association of Food Chains, a blue Cole machine 
was a big attraction, as the food men appraised its possi- 
bilities in servicing store customers while it does a brand- 
selling job for take-home sales of bottled beverages. 
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ginger ale as a sound vending flavor is based on field 
tests conducted from January threugh April by four 
New Jersey operators. One operator placed ginger 
ale in ten vendors, averaging 39 gallons per machine 
during the period. It was second to root beer in 
sales-per-machine (which ran to 42 gallons) and 
higher than cola, orange and cherry vended through 
the same machine. 

Another operator reported sales of 71 gallons of 
ginger ale as against 60 gallons of cola beverage, 41 
gallons of orange and 14 gallons of grape. 

In its early stages, the Canada Dry program will 
seek to develop vendor sales only in areas where 
ginger ale is accepted as a drink in addition to its 
use as a mixer. This means that New England will 
probably be one of the first vending markets with 
the northeastern section of the country slated for 
early consideration. 


Dr. Pepper Invades Detroit Through 
Vendors 

Introduction of the first Dr. Pepper cup vendors in 
the Detroit area was made early in October by Col- 
lins Vending, using 50 machines especially designed 
for Dr. Pepper operation. The 5'% foot cup vendors, 
with a capacity of 260 drinks, can vend at either a 
nickel or a dime in six and seven ounce cups. 

The move is the first introduction of Dr. Pepper 
into the Detroit area in any form. It has been sold 
in bottles however, in the northern part of the State. 
The installation of a large number of vending units 
was selected as the method to introduce the drink 
into a brand-new marketing area. 

The results of the program are being closely 
watched by the Dr. Pepper Co., which has gone into 
cup vending with high expectations, operating a 
well-planned program which has been several years 
in the making (see following item). 


Dr. Pepper Cup Vendor Production Upped 

Early reaction to the Dr. Pepper Company’s 
unique single-drink cup vendor has caused the soft 
drink firm to increase its production schedules, ac- 
cording to W. W. Clements, vice president and gen- 
eral sales manager. 

“Demand for the vendor by operators has sur- 
passed our expectations, and we are advancing man- 
ufacturing schedules to meet it. In the meantime, 
to insure effective distribution, we are being forced 
to select areas where the vendor will be sold,” he 
explained. 

If present demand continues, the number of Dr. 
Pepper vendors on location by the end of this year 
will exceed 16% of all soft drink cup vendors sold 
by the industry in 1952. This will have been achieved 
in only eight and one-half months, since the vendor 
was introduced in mid-April. 

Predicting the unit would be a major factor in 


November, 1953 














Fast Cooling—Faster beverage cooling as- 


sured by maximum thermal conductivity. Copper 
refrigerant tubing, securely assembled and 
sealed to tank removes heat amazingly fast. 





Sealed Cabinet—Heavy-gauge sheet steel 
on rigid angle steel base . . . rust-proofed 
inside and out. . . coated with durable Perma- 
lux. 2'" of Fiberglas insulation. Rubber filler 
and sealer tape gives positive vapor seal be- 
tween chamber and wrapper. 








Wet or Dry Operation —Turn thermostat con- 
trol for complete changeover. Dual-type oper- 
ation conforms with all sanitary laws. . . gives 
peak operation in unusual weather. Handy 
drain hose behind crown receptor for easy 


draining. 
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FILL IN... 
MAIL IN THIS COUPON! 


Kclsunator 


Division Nash-Kelvinator Corporation, Detroit 32, Mich 


ONE BEVERAGE COOLER 
THAT IS COMPLETELY 
DESIGNED, ENGINEERED, 
BUILT UNDER ONE ROOF! 








We're in the beverage cooler business to help you do More business! 
Kelvinator Beverage Coolers are designed, engineered and built all in one plant— 
assurance to you of uniform, constant control of product quality —from receiving 
room to shipping dock! And Kelvinator offers you, exclusively: Attractive Financing, 
including the famous Meter Plan—no down payments for dealers—only a few cents 
a day. Exclusively, too: 44 nation-wide distributors available for sales, service and 
finance assistance! For prompt action, fill out the coupon below! 


Beverage Cooler Department 
Nasn-Kecvinaton Corporation, Derr. No. NB-11 
14250 Plymouth Road, Detroit 32, Michigan 


Gentlemen: Please send me product and pricing information on Kelvinator Bever- 


age Coolers 


Name 


Company Name 


Srraeet Appress 
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(oolers 


Doubly INSULATED with 


FIBERGLAS* 


COVERED 
& LINED WITH 


MATERIAL 





Durable 


H ; ; : Scuff-Resistant 
e > > & > >] > f 9, f 
re are just a few of the many ways Washable 


famous THERMO-KEEP® Wonder Bags 
can work wonders for you... 







EXTRA ICE-CUBE CONTAINER 
(for Parties) 


@ AS YOUR OWN INSULATED COOLER . . . specially designed to carry 6, 
12 or 24 bottles (or cans) . . . with your own brand name imprinted 


—_>-——> ,_ — eager a 
in vivid display. 


—Faowen boos KS 





@ AS YOUR MOST EFFECTIVE SALES-INCENTIVE to keynote a “Buy it coLp — 
Keep it coLp” Promotion for your brand. 


@ AS YOUR MULTIPLE-UNIT CARRY-HOME COOLER that can be re-used for 
. .» REPEAT PURCHASES ... FROZEN FOOD SHOPPING . . . PICNIC COOLER 
++» EXTRA ICE-CUBE CONTAINER FOR PARTIES...BALL GAMES... TRAVELING, 
etc., etc., ete. 


@ MAKES EVERY PURCHASER AN ADVERTISING MEDIUM for your brand as 
they carry their Coolers with Your Brand Name Display from the 
store ...to the store ... in the store ... and away from home at 
parties, picnics, beach, or ball games. 


To SELL MORE in ’54, plan to feature specially designed 
THERMO-KEEP® COOLERS for YOUR BEVERAGE LINE! 


*T.M. B.F. Goodrich Co. 
For detailed information, Write — Wire — or Phone: Dept. NB °°T LM. 


NAPPE-SMITH MANUFACTURING CO. 


Southard Avenue * Farmingdale, New Jersey Telephone: Farmingdale 5-6221 


SPORTING EVENTS 


58 









Dr. Pepper 1953 syrup sales records, Clements 
pointed out that already this year the company’s cup 
vending division had recorded approximately a 40° 
increase over the first eight months of 1952. 
Vending operators receiving the first models of 
the new machine are praising it for its simplicity in 
service and operation, Mr. Clements said. The ven- 
dor has no expensive electronic parts and boasts a 


greatly simplified cup dispensing mechanism. 


Pennsylvania General Tax Applies 
To Vendors 

Bottlers in Pennsylvania, operating for the first 
time under a general 17 sales tax. are advised that 
under certain conditions, the tax of 1°% must be col- 
lected on the sales of coolers and vending machines. 
For instance, when a new or used cooler is sold the 
tax must be collected at the time the down payment 
is collected. In instances where there are trade-ins 
or exchanges, the tax is on the net amount. As an 
example, a dealer purchasing a cooler for $300, pay- 
ing $60 down and giving a used cooler in trade for 
$20, the tax collected is $2.80. Picnic coolers, straws, 
cups and other miscellaneous merchandise sold to 
customers for use and not for resale are also taxable 
at the rate of 1%. If however, such items are sold 
to dealers for resale, there is no liability on the part 
of the bottler to collect the tax. 

Cooler parts sold to dealers not for resale to be 
used on their coolers are taxable at the stated selling 
price of the parts being sold. There is no tax on 
labor charges if they are stated separately on the 


invoice. 








HIRES PARTICIPATES FULLY AT NAMA SHOW 


At the recent National Automatic Machine Association 
Convention the Hires Booth welcomed a record number of 
vending machine operators. Both John F. Gorski, Jr., Vice- 
President in Charge of Sales (extreme right), and C. 
Duffield Clarke, General Sales Manager Fountain Syrup, 
Dispensing and National Accounts Division (left), signed 
many new operators to use Hires as a result of this par- 
ticipation—and noted that there was a definite general up- 
swing of interest toward handling well advertised national 
brands. Shown with Mr. Clarke. and Mr. Gorski, is Matt 
O. Bleisus, President of Mills Automatic Merchandising 
Company. 
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TRAVELING MACHINE 
FOR TRAVELERS 


Serving Sante Fe’s two-car 
San Diego to Los Angeles 
run, a Bert Mills coin-oper- 
ated “Coffee Bar” provides 
coffee according to the pas- 
senger’s taste—with cream 
or sugar, with both, or 
plain. Installation of the 
vending machine avoided 
setting up expensive short 
run dining service, forestall- 
ing estimated $2,000 
monthly expense to the rail- 
way company. 








Vendor Sales In Canada Rising 
Approximately 9,000 vendors in five major 
categories are grossing about $12 million annually 
in Canada, according to latest estimates of the 
Canadian Automatic Merchandising Association. 
Breaking down the number of units and the por- 
tion that each type of machine accounts for in the 
overall gross, the association released the following 
figures: 
Bottle vendors (5,000), $2,750,000. 
Cigarette vendors (2,500), $7,000,000. 
Cup beverage vendors (600), $2,000,000. 
Candy vendors (500), $400,000. 


Coffee vendors (250), $800,000. 


Even with import duty, American-made vendors 
are usually less costly for the Canadian operator 
than domestic porducts, even when the latter are 
available in the type wanted. As a result, most of 
the vending units currently being used in Canada 
are American made. 


NAMA Exhibit In October 


Washington, D. C. will be the scene of the 1954 
convention and exhibit of the National Automatic 
Merchandising Association, which will be held 
October 10-13. Melville Rapp, of Automatic Prod- 
ucts Co., New York, is general chairman of the 
event. 

The convention business sessions and the trade 
show will be held in the Washington Armory, one of 
the largest and finest convention halls in the country. 
It is expected that vending machines of the types 
used by bottlers will be a prime feature of the ex- 
hibits, as they have been for the past several years. 
In addition, the program will include special forums, 
addresses, and discussions on the vending of bev- 
erages through automatic machines. Most of the 
major franchise companies are scheduled for par- 
ticipation. 

Members of the NAMA are participating quite 
strongly in the Red Feather Campaigns throughout 
the country, furthering the program by taping ma- 
chines with Red Feather slogans and dispensing Red 
Feather paper cups and matches. This idea has been 
cited repeatedly by the Community Chest organiza- 
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Junior 


Here 


For Locations 
Where Space 
ls Limited - - 


We now offer the Atlas VARI 
ETEE, Junior, Coin Vendor 
This smaller edition of the VARI 
ETEE vends five flavors and 
holds a high capacity of bottles 
in vending rack and pre-cool 
compartment. The same wide 
range of Coin Mechanisms and 
Changers used on the Senior 


model, is available on the Junior 


Atlas 
VARIETEE 


Junior 


Mail the 
Coupon 
Now for 
Complete 
Information 














Cool Drinks EXTRA-FAST 
thity EXTRA-COLO 
wittedi{..VARIETEE, psa 








COIN MECHANISMS 
and CHANGERS 


in MANY 
COMBINATIONS 
































Easily Converted to 
Meet Price Changes 


Handles All 
Standard Bottles 
6-o0z. through 12-oz 


The COIN VENDOR with 
Stratified, Controlled Cold Air Flow 


Day in and day out, you can serve more drinks through the 
ATLAS VARIETEE Coin Vendor because — extra refrigeration 
capacity and an engineered cold air flow chill the drinks faster, 
making it possible for the Varietee to handle a greater volume 
of really cold drinks, even under the pressure of hot weather 
selling. The seven-channel vending rack design assures the 
customer of always getting the coldest bottle in the box. 

Construction is rust-proofed throughout, and the exterior 
is finished in Du Pont Hi-bake Enamel. A wide choice of 
colors is available. The vending rack holds 105 6-oz. to 8-oz. 
bottles; pre-cool compartment approximately 60 of the same 
size bottles. Coin mechanisms and changers are available in 
many combinations which may be economically converted 
to other sales units in event of changing prices. 

Our twenty years of cooler and vendor manufacturing ex- 
perience assure you of a product in the Varietee that is engi- 
neered for long and economical service. Send the coupon 
below for complete information and prices now! 


CHOICE of Coin Mechanisms to Fit Your Market ng, channels, slong 


National Rejectors Electrically and Manually Operated to release gate 
coin mechanisms are available in eight combinations includ which has been 
ing three changers and a wide range of odd penny sales units. pe by a nang 
They offer a selection to fit any market. Changers and coin id Iygecndong aes sa 


‘ ‘ . ; : “ and out at single 
mechanisms are included in National’s nation-wide service delivery port. 





Three simple 
delivery steps are 
illustrated above 
Customer moves 
selection from any 
one of seven vend 
ing channeis, along 


program. 


a ATLAS METAL WORKS 


VENDOR DIV., P.O. BOX 5208, DALLAS, TEXAS 





MAIL Please send us complete information and prices of the Atlas 
THIS Varietee Coin Vendor. Senior Model Junior Model 
COUPON Name 
NOW for 
Complete Hsia 
Information [ihn 
and Prices = 
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City State 








tion in recent years as one of the most effective ways 
of creating public awareness to their campaigns. 


Pepsi “‘Banks” Machine Operators 


During October, 3,000 beverage machine opera- 
tors throughout the country received bank books 
from a fictional bank, The Vendors Trust Co. of 
New York. Each book showed a balance of $297.63. 
Two months ago, these same operators received 
checks for $99.24, also on the Vendors Trust Co. of 
New York. 

Donor of the checks and the bank books was the 
Pepsi-Cola Company, which uses the non-existant 
bank in its vending promotions. According to the 
book, the figure represents “savings” as a result of 
using the firm’s product. The figures are based on 
an operator having 25 vendors on location, each 
selling 1,000 drinks a week. 

Pepsi-Cola is giving continuing attention to its 
vending program, in which both bottle and cup units 
are utilized, because of the steady rise in sales re- 
corded and the wider distribution achieved through 
the use of the machines. 


“7” Location, Zoo That Is 


Among the varied sites that may house vendors 
or coolers are zoos, found in the larger cities and 
a popular public attraction during warm weather 
months. To this “Z for Zoo” category may be added 
a new type of locale, the roadside menagerie that 
has sprouted along West Coast highways. Initially, 
such animal attractions (Alive!) were a come-on 
adjunct to gas stations, seeking to draw transient 
motorist trade. At present, some of these zoos func- 
tion independently of the gasoline tie-in, charging 


’ 


an admission fee. The “attractions” range anywhere 
from a monkey on up, but they’re popular with 
youngsters, who persuade parents to stop the car 
generally a signal for soft drink refreshment among 
other things. Due to this juvenile trade, a selection 
of flavors in the coin cooler has proven popular in 
these roadside zoo locales. 


Portable Cooler for Cold Drinks 
Is Hot Item 


This past summer has seen many thousands of 
portable coolers sold to perambulating Americans 
for use on car trips, the beach, hunting, boating and 


TAKE IT WITH YOU 


Atlas Port-About cooler, 
equipped with built-in bot- 
tle opener, holds 18 12 oz. 
bottles and keeps them cold 
up to 36 hours. 
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fishing excursions. The “Port-About” cooler, (Atlas 
Tool and Manufacturing Co. St. Louis) Model 
PC-18, has been selling extremely well to bottlers 
and through sporting goods shops, department 
stores and specialty stores. The 1212 pound unit, 
made of welded steel, has an aluminum tray and 
tight-fitting recessed lid resting on a rubber gasket, 
and has tested out for 36 hours holding 18 12 oz. 
bottles cold. Brand names can be embossed on the 


circular panel, providing a “plus” advertising value. 


News In The Field 
Eugene H. White, former Ideal representative in 
Minnesota and the Dakotas, has organized the 





EUGENE H. WHITE 


forms new company to pro- 
duce manually operated 
selective vending machine. 





Champion Vender Co. and from a plant in Hopkins, 
Minnesota, is producing a newly designed, manually 
operated, selective bottle vendor. Initial showing of 
the machine was made at the A.B.C.B. Exposition 
in Chicago . . . Ideal Dispenser Co., Bloomington, 
Ill., has appointed Philip J. Mills as its representa- 
tive for the States of Connecticut, Massachusetts 
and Rhode Island... Advertising and promotion of 
the cup vending division of the Pepsi-Cola Company 
is now being handled by De Perri Advertising, Inc. 
... With earnings of motion picture theatres in the 
United States last year less than half those marked 
up in 1951 (and about 4g of 1946 peak), concession 
sales are becoming most important to theatre oper- 
ators. About 87% of the country’s movie houses sell 
candy, soft drinks, pop corn and other products and 
trade reports put concession sales as high as 206% 
of gross theatre revenues. A spokesman for a mid- 
western chain declared sadly at a recent convention: 
“For about 75% of the exhibitors today the theatre 
is just a sideline to the concessions operation.” .. . 
The NaVenco Manufacturing Co. of Dallas will man- 
ufacture carbonated beverage dispensers under the 
“SuperVend” trade name for Candy Vendors, Inc. of 
Oakland, California. The Dallas firm also makes 
other automatic merchandising equipment. 


the equivalent of 
/6 cases of bottled drinks 
in a single filling! 


SPACARB’S cup drink dispenser 
with exclusive Select-0-Carb* «\ 
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(Dual Carbonation) aN 
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Select-O-Carb gives you 

individual carbonation control 

for each flavor, enables you 

to vend at perfect carbonation the 
equivalent of 76 cases of bottled 
drinks—all in a single filling! 

Compare the costs of handling 76 

cases with the cost of filling a £ 
SPACARB cup drink dispenser. © 
See for yourself how SPACARB 

reduces your costs, increases your 
profits! And you can be certain 

your prime flavor will taste 

the same out of the cup as it does 

out of the bottle. 

It’ll pay you to get all the facts! 

Write, wire, phone! 


Reg. U.S. Pat. Off. 


America’s Oldest Manufacturer of Automatic Beverage Dispensers 
Manufacturers of Spacarb ¢ Juice Bar * Coffee Machine ult 
Nat'l Sales Representatives for F.H.C. Ice Cream Vendor 


General Sales Office and Factory: 375 Fairfield Avenue, Stamford, Conn. 

Sales Representatives: Atlanta, Boston, Chicago, Dallas, Detroit, Kansas City, Kansas, 
Knoxville, Los Angeles, Louisville, Milwaukee, Minneapolis, Newark, N. J. 
Philadelphia, Pittsburgh, San Diego, Seattle, Washington, D. C., Toronto, Canada. 
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Promotions Really 
Produce Business 








One of the salesmen calling on the Pr. Pepper Bot- | 


LOWER DELIVERY COSTS 


with the 


WHITE LOW-BED 3 


tling Co. Paragould, Ark., was so intrigued by a 
company activity that he reported it to N. B. G. as 
follows: “While traveling through my territory, 
calling on the bottlers of carbonated beverages, I 
happened in Paragould, Arkansas at the same time 
that they were having their annual county fair. Now, 
I am sure that all of you good people have been to a | 


















fair or two in your life, but you have never seen 
| anything like the Greene County Fair, for it is really 
| a big affair in exhibits and attendance, inasmuch as 
everyone in that section of the country attends. 

“T called at the Dr. Pepper Bottling Company only | 
| to find that Francis Bland, the buyer, was out at the 
Dr. Pepper exhibit at the Fair Grounds. I pro- 
ceeded to make my call on Mr. Bland at the Fair 
Grounds, and I was enticed into witnessing one of 


the smartest pieces of publicity being employed at 
the Dr. Pepper booth that I have ever seen in my 
life. The Dr. Pepper Bottling Company of Para- 
gould had employed a Mr. Herbert Ridings of Jack- 
son, Tennessee to attract and entertain the crowd 


| with his mechanical man act, and brother, could he 


really do it! He gave you the “willies” just to see 
him perform. This man has the greatest power of 
concentration that I have ever seen. People don’t 
seem to get any reaction from him with their re- 
marks and antics toward him. I believe it is a form 


of self-hypnosis, for I watched him for at least 
thirty minutes, and then I still didn’t believe that 
he was a living person. He stalked back and forth, 


giving people free Dr. Peppers, and at least half of 


Seanillieemnatilicnentiiemnttinenstdiitenmentitonend ee SE SE eS a ae 


They put every inch to work for YOU in this hand- 
some new White. 
Lower body and cab... longer payload space... 


; ; ; Bottlers Report More Deliveries Per Day 
and every inch functionally engineered for efficient 


Here is one of the Model 3016 LB Whites 
in the fleet of Coca-Cola Bottling Company 


| 

| 

| 

| 

delivery service. | 
of Fort Worth, Texas. Ithas 147-inch wheel- | 

| 

| 

| 

| 

| 

| 


Low-bed frame puts more body capacity within easy 
reach, saves steps and saves reaching. Power-lift cab 
cuts maintenance costs substantially. 


base, 9.00x20 tires, 424-B transmission, 
and 7.20 gear ratio. Powered by the White 
Mustang. Designed for pallet-loading, it 


Tailored right to your exact multiple-stop delivery re- 
has 312 case capacity. 


quirements for more deliveries, in /ess time, at Jower cost. 
See your White man! 
THE WHITE MOTOR COMPANY 
Cleveland 1, Ohio 


——---—---—-----, 
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FOR MORE THAN 50 YEARS 
THE GREATEST NAME IN TRUCKS 





The Mechanical Man working fairs for Dr. Pepper bottlers 
(center)has an amazing control of his every muscle and 
always fascinates visitors with his act. 





62 National Bottlers’ Gazette 









the people would hesitate before taking it from him 
because he was so mechanical they were spellbound 
by his actions. This man is anything but a dummy, 
however. In fact, he must be a genius to have mas- 
tered this act, for there is not a muscle moving in 
his body except when he commands it to. I talked 
to him the next morning and found that he has been 
doing this for Dr. Pepper since 1949. 


“T knew that the Dr. Pepper plant in Paragould, 
Arkansas rated fourteenth in the nation’s sale of 
Dr. Pepper on the per capita rating, so I decided to 
try to find out why, just to satisfy my curiosity. I 
talked to people from all walks of life to get their 
reactions, and I gathered the following information. 
This bottling company was started in April of 1926 
by R. A. (Red) Reynolds and his twin brother, J. M. 
Reynolds, along with their half-brother, H. F. Bland, 
Sr. All three of these men were noted for their 
willingness to work hard and their living by the 
Golden Rule. This organization got their franchise 
to bottle Dr. Pepper in August of 1929, and with 
the will to succeed, plus the faith that they have in 
their product, they have grown ‘into a firm doing 
around 750,000 cases per year. 


“Francis and Bobby Bland, sons of partner H. F. 
Bland, Sr., have added much to the concern, in that 
they grew up in this town and are both extremely 
well-liked by all. Their interest in athletics and 
civic doings of this community make them prize 
citizens. You can ask people from all over Northeast 
Arkansas if they know any of this outfit, including 
the original partners, and they will be a personal 
friend to at least one of them. Further, I noticed 
that anything for the betterment of Northeast Ar- 
kansas will have at least one of these five men con- 
nected with it. Incidentally, R. A. (Red) Reynolds 
is on the ABCB National Board this year, but if you 
go into the plant to see him you would find a ruddy- 
faced (freckled also) stocky man with his shirt 
removed, working like any other employee. He is 
always smiling and happy in his work, and when 
you get to know him you can understand why. It 
must be a lot of personal satisfaction to make some- 
thing grow and thrive as this organization has and 
is doing. 


“So, you see that these people are definitely no 
dummies either. I think the key to their success 
might be stated by what the founder of the H. J. 
Heinz Company once said. Mr. Heinz, when asked 
what the key to his success was, replied, “The same 
as anyone else’s might be, and that is ‘to do a com- 


mon thing uncommonly well always brings success,’ 


W.N. Harrell 


William N. Harrell, Coca-Cola bottler of Wilson, 
North Carolina, died September 16, 1953, after an 


illness which had hospitalized him for a week. An 
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0 NOW OFFERS 
THE MOST ATTRACTIVE 


FINANCING PLAN IN 
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> COLA ORINES » 


2 FRUIT FLAVORS © 








VENDING 
@ HISTORY 


Once again Supervend takes the 
lead. Here is the plan you’ve been 
waiting for. It’s the Navenco long 
term rental and lease plan that 
gives you the jump on competitors. 
Available only to qualified oper- 
ators, this plan enables you to se- 
cure valuable locations even dur- 
ing winter months, while your 
competitor is sitting back waiting 
for the spring thaws. 

Under this plan you can sell as few 
as 75 DRINKS PER DAY, AND 
STILL MEET ALL EXPENSES. 
Write. wire or call for the full 
details today. 


meVenco MANUFACTURING CO. 


5608 EAST MOCKINGBIRD LANE © DALLAS, TEXAS 
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give you 


LONGER, FASTER RUNS 


It’s on modern, high speed bottling lines that the difference in crowns shows 








up. That’s why we invite you to compare the performance of CCS Crowns on 


your own bottling line .. . not just for a single day but for a week, two weeks or 


more. You'll find that you get fewer stops, more cases per day, lower cost 









more CCS Crowns are used than any other kind. 


and World's Largest Makers of Crown Corks. 
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Sales prove the preference for CCS Crowns. Year after year, 


Crown Cork & Seal Company, Baltimore 3, Md. Originators 


per case... that day in and day out CCS Crowns give you longer, faster runs. 











7A New Serwiee 


Ask your Crown Representative 
about the advantages of 


PALLETIZED 
SHIPMENTS 








BIRMINGHAM (Leeds, Ala.) - ready for 1954 season 


active businessman, farmer, civic and_ political 
leader, and prominent churchman, Mr. Harrell and 
his partners, operating as the Barnes-Harrell Com- 
pany, acquired the Coca-Cola franchise in 1909. 

He is survived by his wife, Mrs. Maude A. Harrell, 
and one daughter. 


H. F. Kersting 


Henry F. Kersting, president of the Kersting 
Bottling Company, Evansville, Ind., died Tuesday 
morning, Oct. 13 after a month’s illness. He was 78. 

Mr. Kersting came to Evansville from Germany in 
about 1890, when he was 15. He started to work in 
a grocery store. 

He remained there 30 years until, in 1919, he took 
over the active management in the Kersting Bottling 
Company at 1300 W. Franklin St., bottlers of Double 
Cola. He had been president of the company since 
its organization in 1914, but had not taken an active 
part in its management. 

Mr. Kersting also was president of the Security 
Savings and Loan Association, and a member of St. 
John’s Evangelical and Reformed Church. 


N. Thomson 

Herbert Bruce Thomson, 55, Forest, Va., presi- 
dent of the Kansas City Coca-Cola Bottling Com- 
pany, died last month on a westbound Union Pacific 
train near La Salle, Colo., east of Denver. He was 
to have attended a soft drink convention there. 

He apparently suffered a heart attack in his com- 
partment. In addition to his presidency of the firm 
here, Mr. Thomson held similar positions with Coca- 
Cola bottling companies in Topeka, Clinton, Ia., and 
Madison, Wis., and headed a company which serviced 
most of the Coca-Cola plants on their crown require- 
ments. 

Surviving are his wife, Mrs. Elizabeth K. Thom- 
son; a son, Herbert Bruce Thomson, Jr., and a 
daughter, Miss Emma Loe Thomson, all of the home. 


Albert A. Teeter 

Albert A. Teeter, retired vice president and direc- 
tor of Chas. Pfizer & Co., Inc., died at his home in 
Rumson, N. J., on Sept. 3. 

Mr. Teeter had a long and distinguished career 
in the chemical field. He joined the Pfizer sales de- 
partment in 1915, was elected a director and officer 
of the company in 1928, and was named secretary 
and treasurer in 1934. In 1945 Mr. Teeter became 
vice president of the firm, a post which he held until 
his retirement in 1949. 


He was 65 years old. 


Mr. Teeter was a member of the Drug & Chemical 
Club of New York, the New York Chamber of Com- 
merce and New York Board of Trade. He is sur- 
vived by his wife, Agnes; a daughter, Anne; two 
sons, John and Albert Jr.; and his parents, Mr. and 
Mrs. David A. Teeter. 
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ALABAMA 


The Nehi Bottling Co. 
ham plans the 


f Birming- 
construction of a new 
bottling plant to cost approximately 
$400,000. It will be erected in the 
West End. James G. 
president of the 


city’s Pearce, 
said the 
part of 
New 


bottling equipment will be installed in 


company, 
new plant and warehouse are 


an overall expansion program. 


the new plant. 


ARIZONA 


The plant of the 


Co., Tucson, is 


Seven-Up Bottling 
being revamped for 
greater capacity, following the ad- 
dition of Donald Duck beverages to the 
line. C. N. 


Squirt 


Clark is owner... The 
3ottling Company of Phoenix, 
recently launched the bottling of this 


beverage with an active promotion 


plan, which included sampling. 


ARKANSAS 


A local farmer won a 1953 Ford car 
at a drawing climaxing the 50th an- 
Jonesboro 
Hotel 
Holmann is president 
Bottling 


sponsored a 


niversary celebration of the 
Coca-Cola Bottling Co. at the 
Noble. Mrs. E. J. 
of the 
Co., Texarkana 


firm ... Dr. Pepper 
recently 
which the top 


Air Condi- 


consumer contest in 


prize was a Frigidaire 


tioner. 
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bottler 
briels 


CALIFORNIA 
Safe crackers effected entrance in- 
to the office of the Charles E. Hires 
Bottling Co., Los broke into 
the safe and made 
$2,000 recently 


Angeles, 
away with about 
Canada Dry Bot- 
tling Co., Los had the honor 
of presenting a check for $10,000, first 
Canada Dry 


Angeles, 


national 
to the 
L. Brown, of Los Angeles. 


prize in the 


jingle contest, winner, George 
There were 
high winners on the 

John R. 
addition to directing the operation of 
Par-T-Pak bottling plants in Oakland 
and Seattle, 


days to the erection of a combination 


several other 


Pacific Coast Sousa, in 


is giving attention these 
garage and office building in downtown 
Oakland. The 
the basement will be 


three lower floors and 
given over to 
and the 
Adver- 
tising for Bireley’s Beverages, Los An- 
under the 


Burch, who has 


stores and garage purposes 


seven other floors to offices... 
geles, has come personal 
direction of Thomas L. 
been made a vice-president of Young 
& Rubicam, New York, and 
ferred to the Los Angeles office 


trans- 


The Calso Water Company, San Fran- 


cisco, organized about 40 years ago to 


manufacture and distribute Calso, a 


mineralized water, has been revamped. 


The new company, the American Bev 


erage Corp. has been formed, with 


Gordon Knapp as president and Spen- 
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| Pays 50% Less 
for Fork Truck... 










Doubles Storage Capacity ! 


The Seven-Up Bottling Co. of 
Memphis reports greatly increased 
warehouse efficiency since installing a 
Lewis-Shepard SpaceMaster Model “J” 
. and the cost was just 4 that of 
conventional electric fork trucks! 


Here’s what Memphis 7-Up Gen. 
Mgr., R. Ingouf, says about the Model 
“J’: “We can now store better than 
50% more merchandise in 40% less 
floor area ... further, our experience 
with your Model ‘J’ here in Memphis 
has prompted the purchase of this 
same model fork truck by some of the 
other Maher 7-Up plants in the middle 
west. Some of the outstanding features 
of your truck which ‘sold’ us are: 
maneuverability, compactness and 
sturdiness of design, no clutch, no car- 
bon-monoxide fumes, automatic elec- 
trically-controlled braking and mod- 


Nationwide Service — See “Trucks, Industrial’ 


erate speed... 


this last is particularly 


desirable in an operation handling 
glass containers.” 


You, too, can enjoy all the advan- 
tages of the Model “J” — and for half 


the usual 
Priced from $2765, 
charger included, the 


electric 


Model 


fork truck cost. 
battery and 
“y” will 


handle loads up to 2000 Ibs. Lewis- 
Shepard’s one-design line makes the 
low price possible. Get all the facts. 


Write, wire, or call... 


today! 





— 
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BOTTLER’S CASE TRUCKS 
No. 3661 handles 4 or 5 
cases. . . light, all steel, 
easy-to-handle. A rugged, 
quality truck specifically 
designed for bottlers. 








in your Yellow Phone Book 


229-11 Walnut St., Watertown 72, Mass. 


“Electric Fork 


Please send Catalog and 
Truck Comparison Chart’. 


Name 


Company 





Street 


City 


State 











cer Grant as vice president. The Calso 
Water end of the business will be oper- 
ated by the Calso Water Division from 
a modern plant at 333 Twelfth St... 
The Red Rock Bottling Co. is building 
a new plani at 788 Rialto Ave., San 
Bernardino, to care for a marked in- 
crease in business. Red Rock Cola is 
featured but other flavors are also han- 
dled... The greatly enlarged plant of 
the Pepsi-Cola Bottling Co.,Santa Ana, 
was recently opened for public inspec- 
tion during a three-day celebration. 


Take steps NOW 





The business was founded in 1916 by 
W. O. Patterson, father of the present 
owner, Larry Patterson ... Seven-Up 
Bottling Co., Los Angeles, has in- 
stalled a 28 wide seven ounce soaker. 


CONNECTICUT 
Allen Beverage Uo., Bridgeport, re- 


cently purchased and installed a Burns 
Filler with one man return feed. 


FLORIDA 
It is reported that the Fort Pierce 


to add new sales appeal 
to your products with... 





PEACOCK BRAND 
CERTIFIED FOOD COLORS 


MANUFACTURED AND DISTRIBUTED BY WM. J. STANGE CO, 


CHICAGO 12, ILLINOIS 


OAKLAND 21, CALIFORNIA 


IN CANADA: STANGE-PEMBERTON LTD., NEW TORONTO, ONT. 
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ACQUIRE “NEW YORKER” FRANCHISE 


Ralph J. Best, manager of Bireley’s Bot- 
tlng Company, Ft. Lauderdale, Florida 
and Ed. Ruback, sales manager, have 
just completed the signing of a New 
Yorker franchise for South Florida. A 
new company, under the name “The 
New Yorker Bottling Company” has 
been formed and is already bottling 
New Yorker beverages. Both Mr. Best 
and Mr. Ruback report an excellent re- 
ception to date. 





Bottling Co., Ft. Pierce, was broken 
into with the robbers escaping with 
$250. They missed $2,000 in cash in 
an inner compartment in the safe. 


IDAHO 

Seven-Up Bottling Co., Idaho Falls, 
added a_ three-spool Ful-Flo water 
polisher and a balance type scale to its 
equipment ... Construction of a $24,- 
000 addition to the Coca-Cola Bottling 
Co. building on Sherman Avenue has 
been completed. The addition has a 
40-foot frontage adjoining the original 
50-foot building, making possible a re- 
arrangement of office space and pro- 


viding quarters for advertising, cooler 
and other departments. 


ILLINOIS 

Larry C. Gates, who has resigned 
his post as vice president and manager 
of the Quad-City Coca-Cola Bottling 
Co., Rock Island, will be succeeded by 
Harry A. Avery, salesmanager for the 
company for the past 19 years 
Prowlers who ransacked the office of 
the 7-Up Bottling Co., Rock Island, de- 
parted withcut any loot, except for two 
bottles of soda which they drank on-the 
premises .. . Royal Crown Nehi Bot- 
tling Co., Elgin, charged one of its 
drivers with stealing a company owned 
truck, abandoning it in Batavia minus 
most of its contents. He was later 
picked up by the police... The plant 
of the Coca-Cola Bottling Co., Du 
Quoin, was used when 250 newspaper- 
men and political leaders were guests 
of the Du Quoin State Fair Associ- 
ation at its annual “Editors and Legis- 
lators Day” luncheon. Charles Brosch, 
Jr., manager of the Coca-Cola Bottling 
Co. plant at Springfield, served as host. 


INDIANA 

Production at the South Bend plant 
of the Coca-Cola Bottling Co. was re- 
sumed after a month’s tie-up, when 
representatives of the company and 
Teamsters Local 364, AFL signed a 
new three-year contract. The new 
contract calls for a hike in the basic 
wage of the 15 striking route salesmen 
from $10 to $22.50. The salesmen’s 





BOTTLER IS RADIO ANNOUNCER 





The B-1 “Calls for Cash” radio program on Station WPRC, Lincoln, Illinois, is conducted 
by the sponsor himself — James H. Vaughn of the Lincoln Coca-Cola Bottling Company, 


who is also the B-1 Bottler at Lincoln. 
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DUNALD DUCK GOES TO WORK 















.».. in @ most successful promotion staged by the General Beverages bottler in 
Logan, West Virginia—Logan Beverage Co. The event, “Donald Duck Kids Day.” was 
created by Mr. and Mrs. George Vance, owners, and Campbell Williams, General 
Beverages field representative. Bikes and other valuable prizes brought thousands 
of the kids into the promotion. Shown with some of the young prize winners are 
the Vances, with George doing the honors at the microphone. Details of the clever 
sales stunt will be told to General Beverages bottlers at the national convention. 





commission of eight cents a case re- 
mains the same for one year, when 
the contract can be reopened for new 


negotiations. 


IOWA 

~ Robert E. Taylor, owner and man- 
ager of the Clarinda-Shenandoah Coca- 
Cola Bottling Company and president 
of the senior Chamber of Commerce, 
has been named the community’s out- 
standing young man of the year and 
has been presented the Distinguished 
Service Award by the Shenandoah 


Jaycees. 


KANSAS 

Since August 1952, Coca-Cola Bot- 
tling Co., Wichita, has had the unique 
distinction of serving as host each 
Sunday to the congregation of St. 
Christopher’s Episcopal Mission. Con- 
struction of a new church signaled the 
coming termination of this novel 
rangement. 


KENTUCKY 
Seven-Up Bottling Company, Louis- 
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ville, has purchased and installed three 
560 gallon stainless steel syrup mixing 
tanks and a 20 plate Alsop syrup filter. 


LOUISIANA 


Dropping all other drinks, Dr. Pep- 
per Bottling Co., Alexandria, will mar- 
ket only its namesake beverage. The 
news was given to 40 employees and 
their wives at luncheon in the Bentley 
Hotel, at which time Al Highers, own- 
er and manager, also announced plans 
for an accelerated advertising and 
promotion program. The plant’s terri- 
tory encompasses several counties. Top 
Dr. Pepper Company — executives, 
headed by W. W. Clements, vice-presi- 
dent, came from Dallas to attend the 
luncheon. 


MICHIGAN 


The Frostie Company of Baltimore, 
Md., has granted an exclusive fran- 
chise to the Sturgis Bottling Company, 
Sturgis. Cecil W. Koon and Stewart D 
Swihart are owners of the firm 


NEBRASKA 


Canada Dry Bottling Co. of Omaha, 
which began production last February, 
has already outgrown its 12-spout line 
and is adapting a 40-spout filler to 
handle the volume. The plant is oper- 
ated by Robert Feinberg. Underlining 
the significance of this growth is the 
fact that Canada Dry prices in Omaha 
are scaled at $1.20 for splits, with com- 
petition at 80c. Mr. Feinberg also pro- 
duces Pepsi-Cola at 80 and 96 cents for 
the 8 and 12 oz. sizes. 


QW 
















NEW JERSEY 


Seven-Up Bottling Company, Glou- 
cester, has purchased two 150 gallon 
stainless steel syrup tanks with side 
agitators Michael L. Spano has 
been elected to the Board of Directors 
of the Puritan Bottling Corp., Hobo- 
ken, which is one of the oldest manu- 
facturers of soft drinks in the State. 
Recently. the company increased its 
capital structure and reorganized its 
management for the purpose of ex- 
panding operations, creating a sepa- 
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rate division to deal in wines, liquor 
and beer on a wholesale basis 
Alan Turtletaub has organized the 
Cott Bottling Co. of New Jersey, Inc., 
Red Bank, and acquired a Cott bottling 
franchise from the Cott Beverage 
Corp. of New Haven, Conn. Mr. Tur- 
tletaub operates another plant at 
Perth Amboy. 


NEW YORK 


Formation of Canada Dry Bottling 
Co. of Buffalo is announced by three 
Buffalo businessmen who have _ pur- 





chased the assets and property of the 
plant at 1150 Niagara St. and will 
operate it under a license agreement 
with the parent company in New York. 
The plant has been owned and operated 
by the parent company since 1945, and 
has a productive capacity of 2,000 
cases daily. The present staff of 35 
employees will be retained and produc- 
tion will continue on all beverage 
flavors previously made. The three 
buyers are E. Reed Low, who has been 
elected president and general manager 
in charge of sales; George J. Meyer, 
vice-president in charge of production, 








But there’s more hore than meets the Eye ... 
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and Leo H. Ward, vice-president and 
treasurer. 


NORTH CAROLINA 

Greensboro Orange-Crush Bottling 
Co., Greensboro, owned by Philip C. 
Hammond, has been granted a B-1 
Lemon-Lime franchise. Additional pro- 
duction gets underway shortly... 
Robert I. Presley, president of the 
Coca-Cola Bottling Co., Asheville, has 
been appointed to the North Carolina 
National Parks and Forests Develop- 
ment Commission by Governor Um- 


stead. 


NORTH DAKOTA 

Associated Beverages Inc., of Fargo, 
has been granted a franchise to pro- 
duce Canada Dry beverages, president 
Robert F. Smith has announced. The 
bottling company plans to_ install 
special machinery as needed for the 
Canada Dry line, and to start produc- 
tion in a few months. Distribution will 
cover an area including twelve counties 
in North Dakota and five in Minneso- 
ta. The plant also produces Pepsi-Cola, 
Mason’s Root Beer and a line of flavors 
... When the 8 tons of Clydesdales, 
the great draft horses which pull the 
famous Anheuser-Busch 3-ton brass- 
trimmed wagon appeared in the Grand 
Forks, area, they were housed at the 
plant of the Coca-Cola Bottling Co., 
which turned part of its facilities into 


a livery stable for the occasion. 


OHIO 

Burglars who are reported breaking 
into the Coca-Cola Bottling Co. plant, 
Youngstown, removed a 1,750 lb. safe 
containing $3,000. There were indica- 
tions, according to company manager 
David Carroll, that the robbers used a 
company fork truck to lift the safe on- 
to the truck which the thieves had 
brought with them... A new bottling 
plant is to be opened in Newcomers- 
town, under the name of Underwood 
Beverage Company. George Under- 
wood is the manager . . . Pepsi-Cola 
Bottling Co., Toledo, opened its 15,000 
square feet new plant during the mid- 
dle of August. The facilities include 
air conditioned offices, recreation room 
and bar, kitchen facilities and an audi- 
torium. It is a division of the Variety 
Club Beverage Co Construction 
program recently completed increased 
facilities about one-third at the plant 
of the Pepsi-Cola Bottling Co. at Day- 
ton. The addition, which cost an esti- 
mated $150,000, will allow for the in- 
stallation of the third production line 
in the main building as well as ad- 
ditional space for warehousing of 
bottled products. The plant is part of 
the Darsky chain in Akron, Dayton 


and other cities. 


OKLAHOMA 
Frank Hartgroves has sold his stock 
in the Pepsi-Cola Bottling Co., Hugo, 
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. . is this mammouth display of Double-Cola cartons installed by Bill Grey, new 
Double-Cola bottler of Joliet. Illinois. He is using large carton displays of this type 
to sell Double-Cola in cartons and to sell picnic coolers, like the sample on top of 


the carton display. 
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GROOMING JOB... 


Dr. Pepper Bottling Co., of Houston, Tex., 
knows the value of a clean-looking de- 
livery fleet. Here, H. D. Stacy, who has 
charge of advertising and fleet mainte- 
nance, is shown “grooming” one of the 
company’s 42 trucks. 





to Homer Eppler of Tulsa. Mr. Eppler 
has been a stockholder in the firm 
since its inception in 1944. 


PENNSYLVANIA 

Newly-formed Erie Bottling Corp., 
Erie, has started operations as a fran- 
chised Pepsi-Cola bottling plant, ac- 
cording to Grafton B. Perkins, Jr., 
president of the company... Hazleton 
Bottling Co., Hazleton, celebrated its 
50th anniversary with the announce- 
ment that it had been awarded a Cana- 
da Dry franchise. Founded in 1903, 
producing a line of soft drinks under 
a private brand, the company now in 
addition will produce Canada Dry 
Ginger Ale, Sparkling Water, Collins 
Mixer, Hi-Spot, and Quinac . . . Mosso 
Bottling Works, Latrobe, recently pur- 
chased a Burns Filler and a Girton 
washer .. . Howard Arnold, manager 
of Quaker State Coca-Cola Bottling 








ANOTHER WISCONSIN FRANCHISE 
FOR HIRES 


Stan Davidson, District Representative 
of The Charles E. Hires Co., adds an- 
other important bottler affiliate for his 
company when he “signed up” Baima 
Beverages, Hurley, Wisconsin. Steve 
Baima (pictured at right), said he was 
“pleased with the deal” and looking 
forward to big business with his new 
drink. 
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Co., Pittsburgh, has left to join the 
LaSalle Coca-Cola Bottling Co., Grand 
Rapids. He will be succeeded by W. B. 
Terry, vice-president in charge of 
operations . . . Coca-Cola Bottling Co., 
Clarion. is adding a 23 by 96 foot ad- 
dition to its present facilities, to pro- 
vide space for storage, a work shop 
and a paint shop . . . Seven-Up Bottl- 
ing Co., Philadelphia, has added a 550 
gallon stainless steel syrup tank to its 
equipment . .. Seven-Up Bottling Co., 
Reading, is now using a new Liquid 
stainless steel 1000 gallon Quik-kleen 


water polisher. 


SOUTH CAROLINA 

The Bireley’s Bottling Co., Sumter, 
has been purchased by Russell Win- 
free, Jr. from Julius Moseley, and the 
name of the plant will be changed to 
Winfree Bottling Co. Both Donald 
Duck and Bireley’s beverages will be 
bottled. Mr. Moseley, who has owned 
the plant since 1946, will now devote 
full time to his interest in General 
Beverage Southeast, which has the 
master franchise for Donald Duck bev- 
erages in five States and the District 
of Columbia ... An exclusive B-1 fran- 
chise was recently issued to O. O. Sey- 
mour of the Walterboro Bottling Com- 


pany, Walterboro. 


SOUTH DAKOTA 

Coca-Cola Bottling Co., Mitchell, 
recently added a new Miller Hydro 
decaser and unscrambler to its equip- 
ment... A Canada Dry franchise has 
been acquired by Louis Beal, president 
of L. Beal Inc., Sioux Falls. Installa- 
tion of special machinery is now un- 
derway with production scheduled to 
begin in October. The franchise terri- 
tory includes area in three States 
South Dakota, Minnesota and Iowa. 


TENNESSEE 

As part of its contribution to the 
School Safety Program, Coca-Cola 
Bottling Co., Memphis, with the aid 
of the Police Department, installed 90 
metal school safety signs, which are 
made in the form of uniformed police- 
men. A total of 150 signs will be placed 
to guard school zones and crossings... 
A charter has been granted to the 
Cumberland Valley Beverage Co., Inc. 
with principal offices at Manchester. 


No plant site has been selected, accord- 


ing to L. C. Mason of Winchester who 
is vice-president of the corporation. 
The firm will serve Franklin, Ruther- 
ford, Coffee, Bedford, Moore, Lincoln. 
Grundy, Marion and Warren counties. 


TEXAS 

F. E. Schmitz, a local auto dealer, 
has purchased the Gainesville Coca- 
Cola Bottling Co., including building, 
machinery and franchise, and will 
form a corporation to operate the 


business . 


.. The office of Dale Condon, 


vice president of the Pepsi-Cola Bot- 
tling Co., El Paso, proudly sports a 
trophy his team won in the Junior 
Optimist Baseball Program. 


VERMONT 

Seven-Up Bottling Co., Burlington, 
has speeded up production with the 
installation of two 300 pound dry ice 


converters. 


VIRGINIA 


Dr. Pepper Bottling Co., Danville, 
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5-CASE CAPACITY! 


25% greater-than-average 
carrying capacity! 
dles 5 cases 


with ease! 


“<Magkiner 


MAGNESIUM 


Write for Bulletin HT-102 today! 


MAGLINE INC, « 





engineered weight 
design, provides perfect balance 
structed mechanically through-out, all parts are standard, easily 


replaced when required. No weld failures no truck 


Add the reasons 
Magliners have become the workhorse of the entire bev- 
erage industry! With Magliners on your trucks, drivers 
will make more stops 
and escape the costly pen 
alty of dead weight! 


MAGNESIUM Light/ 


Magliners weigh as 
little as 9 Ibs. Easily 
lifted by a child! 


maGNesium Strong! 


Certified strength 
Capacity - 
handle loads of 450 
Ibs.—and more! 


rated to 


securely 


P.O. BOX 61 


that’s because Magliners are so light—so easy to lift and handle 
that you wonder sometimes if they're really there! Scientifically 
distribution, the result of aircraft-inspired 


effortless wheeling! Con- 


they tell you why, in just 5 short years, 


move more 
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has been chartered with a capital stock 
of $50,000. Principals are F. W. 
Rogers, D. E. Jones and Nancy W. Via 
.. . Even before its formal opening, 
the Coca-Cola Bottling Works, Ports- 
mouth, was running at near capacity 
in its plant at Route 58 which cost over 
a half a million dollars. 


WASHINGTON 

Cammarano Bros., bottlers of Ta- 
coma, received a lot of favorable pub- 
licity during the summer by sponsor- 
ing a baseball team in a local league. 


WISCONSIN 

A 100 gallon stainless steel syrup 
tank with mixer has been added to the 
equipment of the Seven-Up Bottling 
Company, Wausau. 


200 Bottiers To Use Squirt 
Glow-Ball Promotion 


A completely all-new Squirt Glow- 
Ball promotion package is now being 
shipped to over 200 bottlers in many 
parts of the country. Current estimates 
indicate that over 25,000 Glow Man 








Today's most talked 
about bottle washer! 
It's a “LADEWIG' 


of course! 


Send for our latest Users’ List, It tells the location of 


Ladewig installations nearest you. We invite you to 
see the Ladewig Bottle Washer in actual operation 
— and compare its compact design, rugged construc- 
tion, its record of dependable, trouble-free perform- 
ance, and its dollar-for-dollar value, with any other 
bottle washing equipment on the market. Then you'll 
KNOW why the “Ladewig” is TODAY'S MOST TALKED 
ABOUT BOTTLE WASHER! 


ARCHIE LADEWIG CO. 


WAUKESHA, WISCONSIN 
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A full line of window display pieces has been developed to fit into the Glow 
Ball promotion. 


figures will be used in the big Glow- 
Ball (Squirt and whiskey) push in the 
months immediately ahead. Redesign 
of the individual elements of the Glow- 
Ball package has created even more 
effective pieces than those of preced- 
ing years. As a result, it is expected 
the new point-of-purchase and other 
items will produce increased coopera- 
tion on the part of bartenders and 
liquor store managers. 


According to Bill Jay, Squirt Com- 
pany vice president and sales manager, 
“As in past years, the Glow-Ball will 
be strongly supported by individual 
liquor distributor representatives and 
salesmen in many areas. With each 
succeeding year in which they have 
taken part in the Glow-Ball promotion, 
we have found increased support ex- 
tended by liquor distributors because 
of liquor tie-in sales potentials of the 
Glow-Ball.”’ 


In St. Louis, Bottler Theron Faulk- 
ner has used the Glow-Ball for a num- 
ber of years. Out of 1,600 possible ac- 
counts, this bottler reports that 1,500 
are taking part in the Glow-Ball pro- 
motion 


The Glow-Ball was originally de- 
signed to combat the average winter- 
time sales slump which bottlers under- 
go each year. By building up beverage 
business in bars and taverns, as well 
as in markets, the Glow-Ball has 
proven to be a volume sales producer. 


“Many bottlers have already in- 
dicated that they will use newspaper 
and other supporting advertising in 
addition to the Glow-Ball display 


pieces in promoting Glow-Ball sales in 
their markets,” commented Hugh 
McKellar, Squirt Company advertising 
and sales promotion manager. 


Tru-Ade Bottlers 
Vie For Per Capita Increases 


Tru-Ade, Inc., Elgin, Ill., sponsored 
a special per capita contest for all Tru- 
Ade bottlers for the month of Septem- 
ber. The plant in each of three popula- 
tion groups which showed the largest 
per capita sales increase in September 
1953 over September 1952 were 
awarded a_ beautiful Tru-Ade Per 
Capita Presidential Trophy—a _ Ses- 
sions electric clock surmounted by a 
winged victory figure and containing 
a beautiful engraved plaque. In addi- 
tion, the winning plant managers and 
their wives received an all-expense trip 
to the New Year’s Day Rose Bowl 
Football Game in Pasadena, Califor- 
nia. While in California the winners 
will be the guests of Tru-Ade and will 
visit their ultra-modern plant where 
Tru-Ade base is processed. They will 
also be entertained at the Ambassador 
Hotel in Los Angeles. 


Top salesman in each Tru-Ade bot- 
tling company during the sales contest 
will receive a huge Thanksgiving Tom 
Turkey from Tru-Ade. Practically all 
of the Tru-Ade bottling companies 
have entered this contest. They feel 
that it is the most equitable contest 
ever sponsored by a parent company 
in the soft drink business and hope 
that it will be made a yearly affair. 
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(Continued from Page 44) 


BEVERAGE PRICES ... BY STATES 





Cities 





Minot 

Grand Forks 
Bismarck 
Fargo 
Jamestown 
Devils Lake 


Cities 





Toledo 
Lorain 
Cleveland 
Akron 
Youngstown 
Lima 
Canton 
Columbus 
Springfield 
Dayton 
Cincinnati 


Cities 





Bartlesville 
Tulsa 


Oklahoma City 


Muskogee 
Okmulgee 
Lawton 
Ardmore 
Shawnee 


Cities 





Astoria* 
Portland 
Salem* 
Eugene 
Roseburg 


Klamath Falls 


Grants Pass 
Medford 
Coos Bay 


* Except Coke at .90. 


Cities 





Allentown 
Harrisburg 
Johnstown 
Philadelphia 
Pittsburgh 
Reading 
Scranton 
Wilkes-Barre 


Cities 





Providence 
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NORTH DAKOTA 























6-8 oz. 10-12 oz. Quarts 
-96-1.20 1.20 1.70-1.85 
1.20 
.96-1.20 -96-1.10 1.60-1.75 
.96-1.20 -96-1.40 1.60-1.90 
.90- .96 1.25-1.75 
1.20 1.20 1.80 
OHIO 
6-8 oz. 10-12 oz. Quarts 
65- .96 80-1.10 1.30-1.65 
.96 1.45-1.60 
.80-1.12 .96-1.20 1.20-1.60 
.80- .96 .96-1.20 1.10-1.45 
96 1.20 1.45 
.80- .96 .80-1.12 1.10-1.50 
.80- .96 -96-1.20 
.80-1.12 .96-1.12 -90-1.60 
.80- .96 .80-1.14 1.40-1.60 
.80-1.12 .96-1.12 1.25-1.60 
.96-1.12 .96-1.12 1.36-2.00 
OKLAHOMA 
6-8 oz. 10-12 oz. Quarts 
.80 80 
.80- .9 .80- .96 
.80-1.00 .80-1.20 
96 96 
.80- .96 .80-— .96 
.80 .80 
.80 80 
96 .96 
OREGON 
6-8 oz. 10-12 oz. Quarts 
1.50 1.50 2.00 
.90-— .96 96 1.25-1.75 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.40 1.40 2.00 
1.30 1.30 1.80 
1.30 1.30 1.80 
1.30 1.30 1.80 
PENNSYLVANIA 
6-8 oz. 10-12 oz. Quarts 
.70- .96 1.12 1.00-1.45 
.80-1.00 1.00-1.12 1.40-1.60 
.96-1.12 1.12 1.50 
.75-1.12 .80-1.56 .90-1.65 
.65-1.20 .90-1.40 1.00-2.00 
.96-1.12 1.12-1.20 1,45-1.60 
55— .96 .90-1.96 1.25-1.60 
-70-1.00 .90-1.10 1.00-1.45 
RHODE ISLAND 
6-8 oz. 10-12 oz. Quarts 
.60- .96 .80-1.12 .90-1.60 
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heres sales magic 
in. calor label bottles 


by Brockway 


Quick demand for a good product at the point of sale is 
the kind 
of packaging that will spell success for the wide variety of 


. the Brockway Perma Label Bottle. 


This fine container is a combination of the best in glass 


ales provided through eflective packaging ... 


soft drink produc iss 


with the most effective use of the Perma Label. It gains 
immediate attention at the consumer level, displays the 
product to the very best advantage and provides quick 


identification. Available in a variety of sizes and shapes. 


Brockway’s rigid manufacturing control and dependable 
scheduling assure uninterrupted bottling line efficiency 

. and the friendly, cooperative Bro« kway organization 
is always willing and anxious to demonstrate these 
capabilities. 






































ICEB 


OF 


‘Brockway GLASS 


* COMPANY, INC. 


Brockway, Pennsylvania 


Muskogee, Okla. Lapel, Ind. 








SOUTH CAROLINA 


Meyercord’s 


ALSOP FILTERS 










































































Cities 6-8 oz. 10-12 oz. Quarts 
Charleston 96-1.20  .96-1.20 —2.04-2.40 idea Book 
Columbia .80-1.20 .96-1.20 — 
L Florence .91-1.25 1.01 .04 a 
Spartanburg 86 96 : S 
SOUTH DAKOTA 
Cities 6-8 oz. 10-12 oz. Quarts DE CA L 
Sioux Falls 96 .96-1.20 
Aberdeen .90-1.00 1.20 % IG bad & 
Rapid City 1.30 1.40 | 
Pierre -90-1.00 1.10-1.20 | : 
Watertown 96 1.10-1.20 Yours FREE... write for 
"your copy today... 
TENNESSEE As up to date as tomorrow's newspaper . . . that’s Meyercord’s 
Cities 6-8 oz. 10-12 oz. Quarts new Decal Sign AD-visor. It’s the biggest, most complete book 
for the field of Point of Sale decal signs that we've ever assem- 
Nashville .80 | bled... and we want you to have a copy with Meyercord’s com- 
Johnson City 80 pliments. The AD-visor is packed with dozens of new uses and 
| Knoxville 80 new ideas for permanent Point of Sale decal signs with hun- 
| Jackson 80 dreds of illustrations in full color. Across the colorful pages of 
Memphis a | his , book you'll see how the nation’s leading national and 
Chattanooga .96 ae bin y ‘ nF 
} regional advertisers are using Meyercord Decal Signs to pro- 
mote famous brand names, product reproductions, trademarks 
TEXAS | and sales producing messages. Here are plenty of potent ideas 
sah on how you may stimulate sales at the dealer level through the 
Cities 6-8 oz 10-12 oz. Quarts use of long life, durable, eye catching, easy-to-apply Meyercord 
| Amarillo 85-— .95 95 Decal Signs. Your copy is waiting for you . Et it’s FREE... 
” | Wichita Falls .80 80 write for it on your company letterhead today! 
for controlled syrup making | fewer o 9 
'-< 98 96 ' B® THE MEYERCORD CO. Baie 
. | San Angelo 90 90 1.30 | Unldi Lergest Decalcomania Manufacturers CHICAGO 44, ILL. 
More and more bottlers testify to the remark- | Waco 80 80 
able savings in operating time and labor that 2 = 7 
Alsop Syrup Filters, Mixers and Stainless Steel | + oy Rang 30- .96 96 1.20 
ranks give them. These cost-minded bottlers | San Antonio .80- .90 80 1.40 
1 YW oe s s ar oc * | Beaumont .96 .96 1.85 
find that they can maintain better control in | Benshen $0-1.00 $0-1.00 | 
their syrup room and get greater speed and | Best Rethus 96 96 | 
economy in their processing operations. | Eagle Pass 96 96 
Regardless of the size or type of your installa- Risine iz ‘a 
tion, there’s an Alsop Filter, Mixer and Tank | Monahans 96 96 
to “fit your job” and you can be sure of posi- ——. = yo 
tive, trouble-free performance. Write for full eewcs ’ | 
information, recommendations and quota- 
tions. The Alsop Engineering Corp., 811 UTAH | 
Baltic Street, Milldale, Connecticut. | Cities a 10-12 oz. Seene 
| Ogden* 1.00-1.40 1.00-1.40 1.69-1.80 
tut | Logan* .80-1.10 .80-1.10 1.55-1.80 
Complete Mixing Tanks | Salt Lake City* '0-1.10  .80-1.10 —‘1.55-1.80 
We can furnish any of our | Provo -80-1.20 80-1.20 1.55-2.00 
Open and Closed Stainless oe oye A .80-1.40 .80-1.40 1.55-2.00 ; . 
Steel Tanks with permanently A rthkraft Cc @ ] © ] L E 4 s 
mounted side-entering Mixers * Coca-Cola at .80. : 
for a complete mixing unit. for efficient WET or DRY operation 
Valves and faucets of various VERMONT 5-Sided refrigeration. 
types and metals, gauge glass 5-Year Warranty on compressor at no extra cost. 
assemblies and other acces- Cities 6-8 oz. 10-12 oz. Quarts Saves you $5.00. = = 
sories are available for all Burlington 80-1.12 96-1.12 1.25-1.60 S ~ wn 
size tanks from five to three | 
hundred gallons capacity. Le 4 
VIRGINIA ‘ t 
Citios 6-8 oz. 10-12 oz. Quarts 24-CASE BEV-MASTER 6-CASE BEV-FOOD 6-CASE BEV-COOLER 
] . _ Write for literature and prices 
ALSOP ENGINEERING CORPORATION seer ana re ro * MANUFACTURING CORP. 
: : Q : 7 ; . Kibby St. ima, io 
Filters, Filter Discs, Pumps, Tanks, Mixers, Agitators cena 4 96 4 .96 1.00-1.60 imerica’s Largest Manufacturer of Private Brand Refrigerators 
Roanoke .96 .96 1.25-1.60 “tredomerk Req. U.S. Fot. OF 
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Cities 6-8 oz. 10-12 oz. Quarts 
Yakima .96-1.40 .96-1.40 1.68-2.00 
WEST VIRGINIA 

Cities 6-8 oz. 10-12 oz. Quarts 
Bluetield .96 96 .85-1.00 
Charleston .80-— .96 96 1.20-1.60 
Huntington -76-1.70 1.45-2.00 
Clarksburg 1.20 1.20 
Parkersburg .96 .96 

WISCONSIN 
Kenosha 1.00-1.40 1.40-1.60 1.40-1.65 
LaCrosse .96-1.00 1.10-1.25 1.25 
Madison -96-1.20 .96-1.20 1.00-1.60 
Milwaukee -90-1.20 .90-1.20 1.10-1.65 
Oshkosh .90-1.20 1.00-1.10 1.25-1.40 
Sheboygan .95-1.20 1.10-1.40 1.35-1.50 
Green Bay 1.05-1.20 1.25-1.40 1.40-1.60 

WYOMING 
Cities 6-8 oz. 10-12 oz Quarts 
Cheyenne 1.20 1.20-1.30 1.60-2.00 
Laramie 1.20 1.20-1.23 1.60-2.00 
Rawlins 1.20 1.20-1.30 1.60-2.00 
Torrington 1.20 1.20-1.30 1.60-2.00 
Wheatland 1.20 1.20-1.30 1.60-2.00 
Casper .90-1.20 1.20-1.30 


Charles S. Angel 


Charles S. Angel, 88, retired president of the 
Coca-Cola Bottling Company in Northfork, W. Va., 
died at his home October 5 after a lingering illness. 
He was the founder of the bottling company. 

He was born June 10, 1865 near Mountain Lake, 
in Giles county, and came to Bluefield in 1888. Be- 
cause of ill health, he retired in 1932 and, since that 
time, has spent his summers in Bluefield and the 
winters in Florida. 








SEE ‘EM ANY BIGGER? 


Placed on location June 26, and expected to be sold out 
over the July 4th holiday weekend, this display of 7-Up 
family packs—2500 of them—is believed to be the largest 
ever arranged in an outdoor location. It was placed at 
the Riverside Red X store on Hyway 71 in North Kansas 
City, Mo., under the direction of Forrest Griffin, assistant 
manager of the 7-Up bottling Co. of Kansas City. The 
store manager set a special sale price of $1.16 plus sales 
tax and deposit. In the first few days, sales averaged 
over 100 packs daily. 
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The All-Family 
Drink 


















) sO pure... 
. so good... 


so wholesome 







for everyone! 






















“| SWITCHED 
TO SQUIRT” 


Says Esther Jones, 

Terre Haute, Ind. 
Because...’ Mother 

has no objections to my 
drinking Squirt 

and it’s a keen drink, 


too...” 


“| SWITCHED TO SQUIRT” 


Says Ben Moser, 
Wilkes-Barre, Pa. 
Because... “Some 
friends treated me to 
the Squirt ‘Glow-Ball, 
and it was so smooth 
a drink, I mix 

it at home for 


friends now 





“| SWITCHED TO SQUIRT” 


Says Ruth Todd, St. Louis, Mo. 
Because... Ac the Tennis Club after a 


couple fast sets, thirst is something 


sweet drinks 





do not satisfy, 





but, Squirt’s 





fresh, clean 






taste leaves 






one with 






Never an 
After- 


Thirst!” 








WRITE FOR 
COMPLETE FRANCHISE 
DETAILS TODAY 











COPYRIGHT 10953, THE SQUIRT COMPANY 


THE SQUIRT COMPANY 


202 South Hamilton Drive, Beverly Hills, California 
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' Florida Bottlers Warned 


on Anti-Beverage Propaganda 


PRINCIPAL speakers at the 35th Annual Conven- 
tion of the Florida Bottlers of Carbonated Bever- 
ages, Jacksonville, Oct. 18-19, were Wilbur H. Glenn, 
Nehi Bottling Co., Columbus, Ga. and a member 
of the A.B.C.B. Executive Board; and Dr. J. J. Tay- 
lor, State Chemist, Department of Agriculture, Tal- 
lahassee, Fla. 

Glenn spoke on current industry problems and 
Dr. Taylor detailed the regulations of the Depart- 
ment of Agriculture that affect the soft drink indus- 
try, particularly those relating to use of artificial 
sweeteners and crowns. 

According to Mr. Glenn, at present the industry 
appears to be having more than its share of prob- 
lems. He cited the lack of uniformity of price in 
his state, Georgia, alone. But in his opinion, the 
most serious problem facing the industry arises 
from the attacks on bottled carbonated beverages 
by dentists, nutritionists, and food fadists. 

He pointed out that these attacks are mostly 
based on the “Miller” theory of tooth decay which 
holds that carbohydrates combined with mouth 
microorganisms, forms a tooth decaying acid. 

“However, after 70 years of controversy, the den- 
tal and medical professions are still trying to decide 
whether Dr. Miller’s theory is only a theory. Since 
59 per cent of our food intake is carbohydrates, why 
pick on soft drinks?” Mr. Glenn asked. 

He said that such unwarranted and unjustified 
attacks demonstrate the necessity of a strong na- 
tional association to defend the industry and bring 
to the public the true facts concerning the industry’s 


products. 





TOP BRASS 

Newly elected officers of the Florida Bottlers of Carbonated 
Beverages: J. F. Mullen, president; B. C. Hughes, vice- 
president; and H. L. Robinson, secretary-treasurer. 




















¢ 7°, 
Mopern TIME ano COST Savers 
BUILT BY... 


RAVITY & POWER 











CONVEYORS 
J i , i 4 i ozs 
* 
= = * 
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LITEWATE 


Roller Conveyor 


Ideal for loading and unloading. Handles commodities 
up to 60 lbs. — moves bags, cases, hollow bottom, 
narrow, cleated and irregular packages. Available in 
10 ft. and 5 ft. straight sections ard 90° and 45° 
curves. Keep LITEWATE conveyors handy in your 
storage and shipping rooms — carry them in your 
trucks. Write for LITEWATE Conveyor Bulletin — 
address Dept. NB-113 


General Offices: North St. Paul 9, Minn. 








STANDARD CONVEYOR COMPANY 
Sales and Service in Principal Cities ] 








BEVERAGE 


COOLERS 


STANDARD OF QUALITY FOR 
OVER 26 YEARS ! 


ICE AND ELECTRIC—MODELS 
TYPES AND SIZES FOR EVERY NEED! 


S.&S. PRODUCTS, INC. * Lima, Ohio 
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J. F. Mullen, of Miami’s Canada Dry Bottling Co., 
was elected president of the Florida association. 

The other top officers elected were B. C. Hughes, of 
Royal Crown, Tampa, vice-president ; and H. L. Rob- 
inson, Coca-Cola, Pensacola, for another term as 
secretary-treasurer. 

Five new directors were named to three year 
terms by the bottlers. These were: Henry Thomas, 
Nehi, Orlando; Ray McCarthy, 7-Up, Jacksonville; 
Frank Henderson, Coca-Cola, Plant City; and R. M. 
Sawyer, Coca-Cola, DeFuniak Springs. 

A total registration of 246 was reported by secre- 
tary-treasurer Robinson. There were 183 bottlers 
and their wives present, and 63 suppliers. 

Officers elected to head the Boosters Club were: 
N. B. Hoover, Crown Cork and Seal Co., Jackson- 
ville, president; D. F. MacLeod, Armstrong Cork 
Co., Jacksonville; and H. H. McClanahan, Wynn- 
dotte Chemical Corp., Miami. 

Booster directors are: Maxie Cannon, Nehi Corp., 
Columbus, Ga.; Tully Cornwell, National NuGrape 
Co., Atlanta, Ga.; James Stewart, Riverside Mfg. 
Co., Moultrie, Ga.; Harry Kohla, Pepsi Cola Co., 
New York; Robert R. Nickels, Laurens Glass Co., 
Laurens, S. C.; L. A. Hardee, Lee-Tide Water 
Cypress Co., Perry, Fla.; C. N. Comstock, Owens- 
Illinois Glass Co., Jacksonville, Fla.; and O. L. Bobo, 
Liquid Carbonic Corp., Jacksonville, Fla. 

The convention closed after a panel discussion of 
state industry problems, moderated by John W. 
Holeman, Pepsi Cola, Jacksonville. Panel members 
were E. E. Dunnavant, Grapette, Gainesville; Bur- 
ney Dobbs, Jr., Coca-Cola, Lakeland, Victor Kauf- 
man, Pepsi Cola, Tampa, and Sherman Tobin, 7-Up 
of Miami. 

Prices, deposits, the canned and dietetic bever- 
ages, manpower shortages and the high cost of sugar 


were among the questions discussed. 





KEYNOTERS 
Principal speakers at the Florida Convention were Wilbur 
H. Glenn, Columbus, Ga.; and Dr. J. J. Taylor, state chem- 
ist, Dept. of Agriculture, Tallahassee, Fla. 
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The superior 


PLASTIC COATED | CARRIER 


"Sells Your Product at a Glance” 































<> ABRASIVE PROOF 


Protects all outer surfaces of carrier. ° 


PROTECTED 
<> CLEANING SURFACE 


Can be cleaned repeatedly without 
damage to exterior surfaces. 
Cleans easily with wet cloth and 
detergent. 


<> BEAUTIFIES 


Smooth . . . Glossy 
+ o 6 OOO 6s « Bite 
hances appearance 
of printed carrier. 


<> DURABLE 


Sturdy . . . Economical 
. Makes more trips. 









STRONG CASES for SOFT DRINKS 







River Raisin soft drink cases 
are RUGGED! They give maxi- 
mum trippage—more RETURNS 
for your money. Satisfied cus- 
tomers are the strongest case 
for River Raisin soft drink cases. 
River Raisin experts can solve 
all your container problems. 





~e- with all 
THESE FEATURES 


1, Standard colors—white and yellow, 
High-test, Weatherproof Solid Fibre 
printed to your specifications. 

2. Hand-holes on both ends and in 
strut for easy handling. 

3. Easy to assemble; only two-piece 
construction. Use any standard 
arm stitcher. 

4. Packs 24 bottles, either loose or 
four S-bottle carriers, with carrier 
adjusted to fit your size bottle. 

5. Smooth bottom safeguards all up- 
holstery, carpeting or tile floors. 

6. Plastic Coated Weatherproof board 
permits cleaning soiled places with 
damp cloth or sponge. 




















PAPER COMPANY 


Telephone Monroe 1300 


RIVER RAISIN 
MONROE, MICHIGAN ° 
CORRUGATED AND SOLID FIBRE SHIPPING CONTAINERS 



















Higher Prices Needed, 


fo evax the 5-cent price on soft 
drinks”—“Develop a stronger family 
spirit with your employees.” These 
were among the most important rec- 
ommendations offered by the two main 
speakers at the Tennessee Bottler’s 
convention in Nashville, and they were 
given strong emphasis at the meeting 
at the Hermitage Hotel October 9. 
The convention, presided over by 
President John P. 
down to its real business 10 A.M. Octo- 
ber 9. The program included the wel- 


Lasater, Jr., got 


Tenn. Bottlers Told 


coming address by Nashville’s Mayor, 
Ben West; greetings to Nashville by 
ABCB’s past president A. G. Beaman; 
and an address by Ex-Governor Jim 
McCord, substituting for Governor 
Frank Clement who was compelled to 
be out of the city. 

The two feature speakers were A. B. 
Hatcher, manager of Top Rock Bot- 
tling Company, Charleston, W. Va.; 
and Ovid R. Davis, Bottling Sales Di- 
vision of the Coca-Cola 
Atlanta. 


all in all- 


they spell profit 






iners 
* T hey're glass container 


T hey'll lend prestige {0 Y 
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of highest qualty 


our brand 


on the glass if you desire 


ns customer approval 


S 
s increase with modern bottle 


Company, 





HEAD GROUP 


Officers of the Tennessee association—left 
to right: L. L. Griffin, Sec’y-Treasurer; J. P. 


Lasater, retiring president; Milburn P. Jolly, 
president; N. M. 


Keating. vice-president. 





Mr. Hatcher contended that the soft 
drink industry would be more profit- 
able if the 5-cent price could be broken, 
but disagreed with the idea held by a 
few bottlers that the best way to break 
it would be to get a one-cent crown 
tax placed on it. He cited the sad ex- 
perience of the industry in his home 
State of West Virginia where such a 
tax had been imposed, saying that 95% 
of the bottlers there opposed it. He 
indicated that today’s pressing prob- 
lem is the low wholesale selling price 
throughout the U. S. Some prices, he 
said, had advanced 20% within the past 
10 years, some not at all. He declared 
that any manufacturer who can oper- 
ate a 1953 business at 1943 prices is 
either a wizard of finance or he woe- 
fully overcharged his customers 10 
years ago. 

Mr. Hatcher also 
local organizations be on the alert to 


suggested that 


challenge any adverse publicity and 
cited as an example a statement put 
out by some dentists that sugar is 
harmful to the teeth. He stressed the 
need of more effective sales training 
programs for route salesmen, and rec- 
ommended the sales course developed 
by ABCB. 

Ovid 
that all management 
one common denominator 


Davis reminded his hearers 
problems have 
dealing 
with people. ‘We are in business,” he 
stated, “to furnish 


people.” He went on to say that bot- 


refreshment to 


tlers should strive to enhance the repu- 
tation of the business by combatting ) 
and the 
character assassins of the industry. 


all derogatory propaganda 


He pointed up the human relations 
angle by stressing a closer personal 
with “They 
are all human beings,” he reminded 
and went on to say that employee rela- 
tions can be enhanced by developing 
something that had 


relationship employees. 


a family spirit 
been neglected in business. “Be sure 
that every job well done will be appre- 
ciately recognized and rewarded,” he 
suggested. 


He recalled that pioneer bottlers in 
their early days had to work without P 
radio, or other publicity aids, and the 
they could promote their 
business was to get out among people 
and work closely with their employees. 
“Under modern mechanization there’s 


only way 


a trend of making us go down the road 
to impersonalization,” he continued. 
“The man working at a machine loses 
to some extent that close relationship 
with his boss. We have to regrasp some 
of that old time relationship with both 
employees and consumers.” 


The following officers were elected: 
President, Milburn C. Jolly; Dr. Pep- 
per Bottling Co., Jackson; Vice-Presi- 
dent, N. M. Keating; 7-Up Bottling 
Co., Knoxville; Sec’y-Treasurer, L. I. 
Griffin, Bottling Works, 
Johnson City. 


Coca-Cola 
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Safety Stressed at N. C. Meeting 


Texas, president of the Dr. Pepper 

Company, that human relations is 

management’s greatest asset. 
Speaking on a_ roster including 





Is the opening business session of 
its 39th annual convention, North 
Carolina’s soft drink bottlers were ad- 
vised by Leonard M. Green, of Dallas, 





ELECTED 


New officers of the North Carolina Botlters Association, Robert I. Presley (front. 
center), was named president to succeed W. R. Roberson. Jr. S. T. Gaddy, (right) of 
Raleigh, was elected vice-president, and Hubert H. Rand (left), of Durham, was 
named treasurer. Frederick O. Bowman, (rear, center) of Chapel Hill, was reelected 
executive secretary. 








Shown here in a pre-convention huddle are George W. Scott, Coca-Cola Bottling 
Co., Biscoe: Executive Secretary Frederick O. Bowman, of Chapel Hill: W. R. 
Roberson, Sr., Dr. Pepper Bottling Co., Washington, N. C.; and W. Harvey Morrison, 
Coca-Cola Bottling Co., Monroe. 
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Harry W. Clody, vice-president of 
State Capital Life Insurance Company, 
Raleigh, N. C.; Frank E. Snell, Jr., of 
the Jacksonville Coca-Cola Bottling 
Co., Florida; and D. Hiden Ramsey, 
general manager of the Asheville 
“Citizen-Times,” Mr. Green empha- 
sized that bottling plants, or any other 
type of business, cannot be success- 
fully operated without sincere, capable, 
enthusiastic employees. He also point- 
ed out that “there are only two sources 
of business income—sales and saving.” 

He explained that the product 


should be up-to-date in design, pack- 
aging and price and be something 
Americans enjoy. Then with a sales 
plan built around advertising, mer- 
chandising, sampling, vending and in- 
centive programs, good salesmen can 
bring in the dollars, Mr. Green de- 
clared. 

Representing the American Bottlers 
of Carbonated Beverages, Frank E. 
Snell, Jr., outlined the aims, purposes 
and current industry-wide activities 
of the National Association. 

Emphasizing the phrase ‘“‘coopera- 


BLACK CHERRY 


Real Cherry From the Berry! 4 oz. 


BLACK RASPBERRY 


None Better Anywhere! 4 oz. 


PALE DRY 


Ginger Blended At Its Best! 


flavors by 
Salient 
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SALIENT FLAVORING CORP. 


45 SUFFOLK STREET, NEW YORK 2, N. Y. 
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tion is contagious,” Mr. Snell asserted, 
“Cooperation spreads the idea, en- 
riches it, and eventually profits from 
it. The same thing holds true for the 
great majority of businesses which 
operate cooperatively. Businessmen 
recognize that there’s more to be 
gained from exchanging know-how 
than from hiding it.” 

“A Guide to Sound Profit Planning,” 
recently published A.B.C.B. pamphlet; 
a series of advertisements telling the 
profit story of bottled soft drinks to 
grocers; and a Plant Tour Members 


Bulletin were cited by the speaker as 
current projects of the National Asso- 


ciation. 

He warned bottlers of the 
economy in eliminating membership in 
the national association in efforts to 
curtail bottling plant expenses, noting 
that “it is the cheapest kind of insur- 
ance you can have, for your interests 
are being looked after and_ safe- 
guarded in the period of pressure 
group politics in our national capitol!” 

More than 225 members of the asso- 
attended the convention on 


false 


ciation 





Chicago Convention. 


bottled orange of them all." 


NO GAMBLE 


sales problem. 
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Thanks again, to the great 
number of bottlers who visited 


the SUN SPOT Booth at the 


Thanks again, because they said once again, "SUN SPOT 
is the most delicious orange drink on the market; the best 


Thanks again, because they said once again, "The SUN 
SPOT Promotional Program has got what it takes to quickly 
build a bottler into dominance of his territory." 


NO GUESSWORK 


There's no gamble nor guesswork with the SUN SPOT Promo- 
tional Program. It's a program of plentifully proven success 
and is properly prepared step by step to swiftly solve your 





For complete information regarding franchise 
write to: 


SUN SPOT COMPANY OF AMERICA 


1520 RIDGELY STREET, BALTIMORE 30, MD. 
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Knows 
No 
Season... 


6-bottle carton .. 





Many root beers try to taste like "MA'S OLD FASH- 
ION ROOT BEER"—but its distinctive taste and year-round popularity 
just can't be duplicated! 


Going stronger than ever—after a decade of expansion—"MA'S OLD 
FASHION ROOT BEER" has a size for your market . . . an attractive 
. a PROFIT story that you ought to hear. 


If you didn't get an opportunity to taste 
“MA'S OLD FASHION" at the Chicago con- 
vention — lose no time in writing for bottled 
samples and full information . . 


OLD FASHION, INC. 


163 S. State St., Wilkes Barre, Pa. 


''The kind that mother used to make'' 
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October 6th, at the Grove Park Inn, 
in Asheville, N. C. 

Robert I. Presley, 
manager of the Coca-Cola Bottling 
Company of Asheville, N. C., was 
named president of the Association for 
the coming year. He succeeds W. R. 
Roberson, Jr., president of the Dr. 
Pepper Bottling Company, Washing- 
ton, N. C. Frederick O. Bowman, 
Chapel Hill, N. C., was re-elected exec- 
utive secretary and general counsel for 
his 27th year. 

Other officers named at the closing 


president and 


session of the convention include S. T. 
Gaddy, president of the Pepsi-Cola 
Bottling Co., Raleigh, N. C., vice- 
president ; Hubert H. Rand, Personnel 
Manager of the Durham Coca-Cola 
Bottling Company, treasurer. Execu- 
tive board members elected for three- 
year terms are retiring president 
Roberson; James H. Van Ness, presi- 
dent of the Coca-Cola Bottling Co. of 
Charlotte; George W. Scott, President 
of the Coca-Cola Bottling Co., Biscoe; 
and James Q. Parnell, Jr., manager of 
Dr. Pepper Bottling Co., Parkton. Lee 
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CASE PAINTING 
MACHINE 


Cases move on con- 
veyor to automatic spray 
gun. Automatic start 
and cutoff saves paint. 














QUALITY appliances 
at REASONABLE prices 

















CASE REBANDING 
MACHINE 


Metal straps easily 
renewed by stretching 
around each end of case. 
Both hands free. 








Foutler 


Fowler products for bottlers are 
famous throughout the nation 
for their simple practical design, 
trouble-free performance and 
outstanding durability. 


They quickly pay for themselves 
through their low initial cost and 
amazingly low operating cost. 
You pay for no unnecessary 
frills. You get complete operat- 
ing value. FOWLER is FIRST in 
ECONOMY! 
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BOTTLERS 
APPLIANCE CO., Inc. 


675 Pulaski Street Athens, Georgia 








P. Frans, manager of the Pepsi-Cola 
Bottling Co. of Hickory, was named to 
a two-year term on the executive board 
to succeed S. T. Gaddy. 

A highlight of the closing session of 
the meeting was the presentation of 
safety awards by J. Frank Huskins, 
Raleigh, chairman of the North Caro- 
lina Industrial Commission. Awards 
were made in three divisions (each 
based on number of employees) for 
the greatest number of man hours 
worked without time-loss accident. 

Winners of the association awards 
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were the Seven-Up Bottling Co. of 


Tarboro, in the 10 or less employees 
division; Dr. Pepper Bottling Co., Wil- 
son, in the 11 to 25 employees division; 
and Coca-Cola Bottling Co. of Ashe- 
ville, Ine., in the 26 to 100 employee 
section. Certificates of merit were pre- 
sented to 18 other bottling plants that 
had perfect safety records for the year 
ending 1952. 
Executive Secretary Bowman an- 
nounced in his 26th annual report to 
the association that although there are 
only 158 plants in North Carolina to- 





day—5 less than a year ago—dues paid 
memberships in the State Association 
had increased this year to over 78% of 
that total. Represented at the conven- 
tion were 72 bottling plants from 
throughout the State. 

Meeting in conjunction with the bot- 
tlers’ association was the North Caro- 
lina Bottlers’ Boosters Association, an 
organization of bottlers’ suppliers, 
which elected W. Martin, 
Winston-Salem, president. He succeeds 
Fred Trethewey, Charlotte, who served 
as toastmaster at the annual banquet. 
Other include Russell E. 


Heston 


officers 


Thompson, Jr., also of Charlotte, vice- 
president; and J. W. MacDonald, 
Charlotte, secretary-treasurer. 
Acclaim was given by the bottlers to 
W. R. Roberson, Sr., of Washington, 
N. C., who just 12 years ago served 
as president of the association, and his 
son, W. R. Roberson, Jr., also of Wash- 
ington and now manager of the Dr. 
Pepper Bottling Co. there, outgoing 
president of the association who pre- 
sided over the Asheville meeting. Both 
were in attendance at this 39th con- 


vention. 
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is your best buy 


Send for a trial gallon of bottling syrup,* price list 
and complete information. Taste this delicious cola 
drink, which will bring you repeat business, figure its 
economical cost and you'll see why MarBert is your 
best buy. Mail this coupon with only $1. 


arBert Coir 


MarBert Cola and M-P Cherry Cola are 
sold regularly as a concentrate. 


MARBERT PRODUCTS, INC. Dept. a-i0 
19 E. LOMBARD ST., BALTIMORE 2, MD. 
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Sugar Debate Features 
Connecticut Convention 


TE beginning of a movement toward the forma- 
tion of a State-wide group of local associations, evi- 
dences of pressure on the price structure which 
give promise of further increased prices in the 
State, and four major addresses on the subjects of 
sugar, sales, carton deposits and organizational 
work, highlighted the 35th annual convention of the 
Connecticut Bottlers of Carbonated Beverages, 
Hartford, Oct. 19. 

Hector H. Maggia, Central Village, described to 
the members the formation and activities during 


SPEAKERS 


Left to right: Neil Kelly presented 
the case for sugar in the normal 
diet: Thomas Mansfield spoke of 
the changing characteristics of the 
industry: Sidney Mudd explained 
why a carton deposit is an eco- 
nomic necessity: H. M. Edenburn 
made a pitch for more effective 
selling methods. 





the past year of a small local association, and Oscar 
Silverman, Norwich, informed the group that he 
and several other bottlers in his trading area were 
raising prices early in November from 90c to $1.00 
on splits. With prices generally in the State far 
below the acknowledged profitable levels, the an- CONNECTICUT LEADERS 


Elected to head the Connecticut 
association were Al. Tomassetti, 
treasurer, John F. Walsh, vice- 
president; C. D. Brooks, Jr., presi- 
dent and Carl Schirmer, secretary. veg 


nouncement created quite a stir, and there was con- 
siderable talk during the meeting about other bot- 
tlers taking similar action. 

At the invitation of President C. D. Brooks, M. 








.»-- PARTITIONS 
em Mnore THAT ACTUALLY 


REDUCE BOTTLE BREAKAGE! 


4G, The rugged construction of FIBERLOX Partitions 
assures a minimum of bottle breakage, longer wear 
and greater economy. Built by the originators of 
Fibre partitions, they are immediately available 
in either stock sizes or to your specifications. 


PARTIAL LIST OF DISTRIBUTORS: Write today for complete information. 


rik Sdn a Cons PAPERBOARD PRODUCTS, Inc. 


Pittsburgh, Pa. Standard Box Company 
PORTLAND 2, MAINE 








Philadelphia, Pa. Treen Box Company 
Buffalo, N. Y. Union Paper & Twine Co. 
Alameda, Cal. Edgewater Sales Org. 
Seltimore, Md. Acme Box Co. 








hg, $... They'll Remember “SUNSATION" 
‘F} because it has that unusual DAY, 


FRESH FRUIT ORANGE FLAVOR! 


Sure, there are many ORANGE beverages on the 
market — but none exactly like "SUNSATION” with > 
its tangy FRESH FRUIT taste! 4-02. goods, ready to yea 


le... . Write t eZ ; 
bottle rite today! (735 FRUITY! 





Two-color crowns, advertising available. 


%& ESSENTIAL PRODUCTS COMPANY, Inc. 


\\ 90 WATER STREET Established 1895 NEW YORK, N. Y. 
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J. Becker, Editor of National Bottlers’ Gazette, dis- 
cussed informally with the group the many advan- 
tages of the “meet and eat program” of forming 
local associations, on a county or area basis. “I do 
not know of anything more conducive to a better 
understanding among bottlers of their mutual prob- 
lems than combining into small, active associations, 
under the banner of the State association”, he de- 
clared. “I have witnessed this type of program oper- 
ating most effectively in several other States. Not 
only does it serve to quickly clarify situations which 
come up and provide the machinery for quick action, 
but it materially strengthens the State association, 
which often must move much mere slowly because 
of its wider sphere of influence. You will serve 
yourself best by bringing into being a sufficient 
number of such local groups, as Hector Maggia 
described, as to encompass the entire State.” 

Pointing out that “just as the price problem has 
been recognized and, for the most part, met and 
overcome,” Sidney P. Mudd, vice-president of the 
Joyce 7-Up Bottling Co., New Rochelle, N. Y., de- 
clared, “so it now becomes desirable to set the car- 
ton deposit picture straight, if we are further to 
place our business on a firm footing.” 

Mr. Mudd, who heads a special committee for the 
New York State association investigating the possi- 
bilities of initiating a State-wide adoption of carton 


deposits, described to the Connecticut bottlers the 
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results of several surveys in New York which indi- 
cated an overwhelming majority of the bottlers were 
in favor of putting a deposit on cartons. As a result. 
Mr. Mudd said, a tentative target date has been set 
which will mean that for the 1954 season, most of 
the cartons sold in New York will be on a deposit 
basis of 3c. He strongly recommended that the Con- 
necticut bottlers do likewise, and discussed the 
economics of the matter to prove the need for a 
deposit on cartons. 

“With a deposit,” “he who destroys 
a carton does so at his own expense, whether he is 


he concluded, 


the bottler, routeman, dealer or consumer. A carton 
deposit is equivalent in profits to a 10% to 30% in- 
crease in sales, which is something any bottler can 
use.” 

A neat trick was pulled by another speaker, H. 
M. Edenburn, territorial representative of the 7-Up 
Co., St. Louis, in his talk which covered the selling 
problems of the bottlers. An old, dilapidated bever- 
age case on the table suddenly came to “life” and 
talked back to him, debating and arguing with him 
on such topics as price, selling techniques, employee 
relations and compensation programs. The case con- 
cealed a tape-recording machine, actuated by a hid- 


den foot switch operated by Mr. Edenburn. And the 


voice on the tape was his own! 
Canned soft drinks, 


the dietetic beverages, price 


and deposit changes are part of an industrial revolu- 


tion the industry is going through, Thomas F. Mans- 
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field, secretary of the New Jersey association, de- 
clared in his talk. Mr. Mansfield, 
informed men in the industry and an ex-president 
of the national association, said his many years of 
travel and association with bottlers in all parts of 
the country had convinced him that the bottler badly 
needs his State and local associations, particularly 
in the face of the constantly mounting tide of ad- 
verse propaganda which the soft drink industry 
has encountered in the last five years. 
Neil Kelly, of Sugar Information, Inc., 
zation representing all branches of the sugar busi- 
ness, also had something to say on this matter. He 
pointed out that sugar is an indispensable part of 
the normal diet and is needed, for its quick energy 
values, even in reducing diets. “Losing weight”, he 
‘cannot be accomplished solely by cutting sugar 


one of the best 


the organi- 


said, ‘ 
alone out of the diet. You must eat less and count 
calories, cutting down on the total calorie intake, 
all foods have a caloric value, even if they 
which most of them do.” 

The association formally elected Charles D. 
Brooks, Jr., Seven-Up Bottlers, Inc., South Norwalk, 
Brooks who was vice-president, took 
president 


since 
don’t contain sugar, 


president. Mr. 
over the top spot this year when former 
Chris Buckley sold his plant. Also elected were John 
F. Walsh, Coca-Cola Bottling Co., New Haven, vice- 
president; Alfred R. Tomassetti, Canada Dry Bot- 
Meridan, treasurer, and Carl F. Schirmer, 
Secretary. 


tling Co., 
Meridan, 








Chloro-Chaser 


Has no competition! 


"It's New! It's different! It's sensational!” 
CHLORO-CHASER contains chlorophyll, 
the magical green purifier, that ‘takes 
your breath away.” 


You, too, can quickly and profitably capi- 
talize on the vast amount of money spent 
on TV, radio, newspaper, magazines, and 
other media to popularize the use of 
chlorophyll. 


Get on the bandwagon now! Be among 
the first with a completely protected 
CHLORO-CHASER territory. 





ANOTHER ROSS FIRST"! 
"“FOAMEX-27" A FOAM RETARDER of exceptional 


effectiveness — non-toxic — helps retain carbonation — 
speeds production — a “must” for your over-foaming 
flavors! 


For more facts and figures write or wire 
today. 


ROSS LABORATORIES 


4212 LEE ROAD CLEVELAND 28, OHIO 














SERVICE CLUB OFFICERS 
Seated: Chas. Boggini, elected president; 


E. A. Miller, 
retiring president. Standing: Wm. Christensen, vice-presi- 
dent: Joe Gochros, secretary and Joe Hellower, treasurer. 





The Connecticut Service Club, which also met, 
elected Charles Boggini (Bogg Products) president; 
Bill Christensen (Armstrong Cork) vice-president; 
Bottlers’ Exchange) secretary 
treasurer. 


Joe Gochros (Conn. 
and Joe Hellower (Pure Carbonic), 
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filtering, mixing, storing and filling equip- 
ment. STAINLESS 
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Unity in Industry 
Advocated at lowa Convention 


S spuasizina the importance of working together 
in an organization, John Christman, of “J C’” Bottl- 
ing Co., Topeka, Kan., highlighted the annual con- 
vention of the Iowa Bottlers of Carbonated Bever- 
ages, held at the Hotel Fort Des Moines, November 
1,2 and 3. An open house celebration on the evening 
of November 1, preceded an interesting session of 
speeches, business meetings and election of officers 
held on the last two days of the convention. 

With more than one hundred bottlers in attend- 
ance, Mr. Christman, a member of the executive 
board of A.B.C.B., accented the need for unity in 
building a better industry. “Let us resolve to live 
by love and generosity; let us try every day to help 
each other and then our industry will continue to 
grow,” concluded Mr. Christman. 

L. B. Liddy, chief of the Drink, Dairy and Food 
Division of the Iowa Department of Agriculture, 


told the bottlers of the legalization of saccharine 


in bottled drinks, effective since July 1, and of a 
new policy in licensing concessions of the Iowa State 
Fair which became effective with the 1953 Fair. 
The legalization of saccharine, according to Mr. 
Liddy, came about as a result of numerous confer- 
ences between members of the drink and food divi- 
sions, the State Department of Health, nutrition 
groups and a large number of women’s civic organi- 
zations in the State. Bottlers, according to Mr. 
Liddy, may now use saccharine provided the pack- 
aged bottle is marked to indicate the contents and 
is kept apart in stock displays. 

Mr. Liddy also advised bottlers that a new in- 
terpretation of licensing laws covering food and 
drink concessions at State Fairs gave the Depart- 
ment of Agriculture legal jurisdiction over food and 
drink stations previously exempt from control. 
“Any place which processes food or drink must now 
operate under a sanitary licensing system,” Mr. 
Liddy said. 

In a short speech designed to alert bottlers to the 
large farm market, Don Ross, Merchandising Man- 
ager of the publication, Successful Farmer, urged 
bottlers to take a serious look at the farm market as 
a rich source of potential business for their car- 


bonated beverages. “Farming has kept pace with 





“CUSTOM-BUILT” .. . to meet your needs ! 


Bottle washing problems differ. That's why NIAGARAS 
are “custom-made” , .. with over 20 years of specialized 
experience in bottle-washing requirements. . . . There's 
a satisfied NIAGARA customer near you! 


© Available in several capacities and sizes. 
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Expertly designed and engineered. Can handle any size from 4 oz. 
to 5 gallons. No jets to clog, solution renovator filters water 
every few minutes and discharges contamination. Two com- 
partment; makes its own rinse pressure; saves water. Completely “Se 

welded, no castings, no breakage. << 


NIAGARA BOTTLE WASHER MFG. CO. 


225-27 FIRST STREET TOLEDO 5, OHIO 
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D. D. WILLIAMSON & CO., Inc. 


5-39 FORTY-SIXTH AVENUE, LONG ISLAND CITY 1, N Y 
1901 PAYNE STREET, LOUISVILLE, KY 


PLANTS: LONG ISLAND CITY LOUISVILLE, KY. 
H. R. LAIST COMPANY 


WEST COAST: 
RIALTO BLDG., SAN FRANCISCO, CALIF. 
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NEW OFFICERS 

Officers of the Iowa Bottlers of Carbonated Beverages, 
elected at the closing session are: seeated, left to right. 
James Tyler, executive committee, Fred Mitchell, president 
and Louis Corn, executive committee; standing, left to 
right, Sidney Watkins, executive <ommittee, Roy Johnson. 
executive committee and Harry D. Linn, secretary- 
treasurer. 





industry and farm income has increased,” he said. 
“It is important that advertising be directed to 
reach both the adults and boys and girls in this 
growing market.” 

Dr. B. C. Cole, of the Seven-Up Co., St. Louis, 
Mo., discussed “‘Permanent Investments” and pre- 
sented answers to the questions: ‘‘Why should the 
public buy your product?” and “Why do they buy 
your product?” According to Dr. Cole, the soft drink 
industry must meet the challenge presented by the 
frozen and dried food industries if it is to show 
signs of continued prosperous growth. In answer 
to the second question. Dr. Cole assured listeners 
that tase and appearance are the two most important 
factors in motivating customers to buy a given ‘ 
beverage. 

In a stimulating speech, Harry D. Linn, Executive 
Vice President, lowa Manufacturers Association and 
Secretary-Treasurer of the Iowa Bottlers of Car- 
bonated Beverages, outlined how the Iowa Bottlers 
and Iowa Manufacturers Association work together 
to promote their mutual interests. Neill Garrett, 
one of the last-day speakers, selected the important 
topic, “Laws of Particular interest to Iowa Bot- 
tlers.”’ 

The annual banquet was held in the Grand Ball- 
room of the Hotel Fort Des Moines on November 2. 
President S. A. Watkins presided and Col. Jack 
Major deleivered a talk covering “Taxes, Women 
and Hogs.” 

The election of officers elevated to the presidency 
Fred Mitchell, President of the Seven-Up Iowa Co., 
Des Moines, succeeding Mr. Watkins as president. 
Otis Burchett, Waterloo, was named vice-president, 
and Harry D. Linn, Des Moines, was re-elected sec- 
retary-treasurer. Elected to the executive commit- 
tee were James Tyler, Atlantic, Roy Johnson, Rock 
Island, Illinois, Sidney Watkins, Waterloo, and 
Louis Corn, Des Moines. 
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Chocolate Products H. R. Nicholson Coca-Cola 
Ford Motor Co. Woodstock Cardox Corp. 
Union Starch & Refining Obear-Nester Allied Chemical 
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Progress Refrigerator Co. Thatcher Glass Commercial Filters 
National Cylinder Gas Liquid Carbonic The Meyercord Co. 
Central Tool Co. Theonett Co. Ideal Dispenser Co. 
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At The Show... 


Mason & Mason 
Laurens Glass Works 
Armstrong Cork Co. 


Knox Glass 
Citrus Products 


Cronstroms Mfg. 


Grapette 
Western Filter Co. 
O-So Grape (Bubble-Up) 
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Filter Paper Cherry Blossoms (Jic Jac) Foote & Jenks 
Goody Co. Frontier Mig. Liberty Glass 
International Harvester Gideon-Anderson Sun Spot Co. of America 
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Nehi Permutit 
Brockway Glass Clark Equip. 


Gaylord Container Sunkist 


Radio Corp. of America 
Spielman 
Frostie 
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Big news for every Bottler 


YOU CAN BOTTLE | 
ON YOUR 


Tru-Ade, Inc. the pioneer in the not-carbonated beverage field, now 





approves a method that lets you use your standard beverage equip- 


ment to produce TRU-ADE, the pasteurized, not-carbonated soft 














drink. You need only to substitute a few simple parts on your equip- 





ment. The cost is nominal. Installation is a matter of hours, and 
once installed you can swing from carbonated to not-carbonated 


production without interruption. 


THE PRESTIGE OF PROVEN LEADERSHIP 


A Tru-Ade franchise offers you the opportunity to sell the product 
whose unquestioned leadership is proved by its per capita sales rec- 


ord. This proven leadership will add to your prestige in the com- ‘ 


munity while it adds profitable volume in your plant. 








LOS ANGELES PLANT of Hyland-Standford Corporation. Production Division of Tru-Ade, Inc., where the juice 
Miller Hydro base for Tru-Ade and PAL Ade is produced from tree-ripened California Valencia oranges. This is the most 
Worksaver Body Co. modern orange processing plant in the world and its up-to-the-minute methods and equipment insure fine 
Ludford | quality and trve orange flavor for bottlers holding franchises for Tru-Ade or PAL Ade. 
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| NOT-CARBONATED TRU-ADE 
PRESENT EQUIPMENT. . 


MOST COMPLETE MERCHANDISING PROGRAM 


Only a Tru-Ade franchise can give you all of these advantages: 


QUALITY PRODUCT —Tru-Ade’'s natural goodness comes from the juice of tree- 
ripened California Valencia oranges, processed in Tru-Ade's own plant. 


HIGHEST PER CAPITA—In market after market Tru-Ade has accomplished the 
highest sale ever achieved by any orange beverage. 


STIMULATING PROMOTIONS — Effective sales promotion plans are designed for 
both in-plant and consumer impact. 


SALES-MAKING ADVERTISING — Television, radio and newspaper campaigns are 
tailor-made for your market. Eye-catching point-of-purchase advertising for in- 
door and outdoor use is provided. 


QUALITY CONTROL — Constant assistance from Tru-Ade's technical staff is your 
guarantee of maintaining Tru-Ade's high quality. 


VENDOR PROGRAM — The Tru-Ade Vendor enables Tru-Ade bottlers to com- 
pete on an equal basis in every outlet. 


DON'T DELAY! 


The simplified production method plus Tru-Ade's complete program offers bottlers 
the broadest opportunity in the soft drink industry. For fast action phone or wire 
collect — 


TRU-ADE, INC. 


104 DOUGLAS AVENUE, ELGIN, ILLINOIS 


ELGIN 1-0500 





At The Show... 


























Yale & Towne 
Whistle & Vess 






River Raisin 






At The Show... 


NER or fd with 


Wine? 


Mojonnier Bros. Waukesha Foundry Geo. J. Meyer Mfg. 
Chok-A-Fizz Timmons Metal Prods. A. J. Lehman Co. 
Nat'l Fruit Flavor Sellers Injector Corp. Orange Smile Sirup Co. 
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At The Show... 


Monarch Mig. Co. 


Archie Ladewig 
Dr. Pepper 
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TENNESSE 


BEVERAGE GE DISPLAYS 


Mengel 
Sugar Information 
American Mig. Co. 


FLAVOR 
PIONEERS 
ae 1869 


Canada Dry Ginger Ale 
Portable Elevator 
De Lisser Extract 


(Additional Photos on Page 101) 








“Dad's” National Meeting 
Sees New Horizons 


Ww ITHIN the next five years the soft drink indus- 
try will see so many changes that no one will rec- 
That was 


” 


ognize the bottling business of today... 
the prediction made by Mr. Barney Berns, Executive 
Vice-President of Dad’s Root Beer Company, at the 
recent convention of Dad’s Root Beer bettlers held 
in Chicago from November 3rd to 6th. Leading bot- 
tlers throughout the United States were the guests 
of the parent company. 

Highlighting the meeting was the introduction of 
“Dietricious Dad’s” a calorie-free drink which will 
be ready for the market within a few weeks. Dad’s 
is the first major producer of a single drink to offer 
this new product to the public. 

Welcoming the new bottlers to the fold, Mr. Berns 
reviewed the past year’s accomplishments in his 
keynote address. He summarized the growth of the 
beverage industry generally and his own company’s 
growth specifically during the past few years, em- 
phasizing that the beverage industry is the servant 
of the changing needs of the public. He called for 
a bold approach to the old problem of bottle returns, 


Now is the time to improve your bottling line 


fi pa CHOOSE FROM THE BEST STOCK OF GUARANTEED USED EQUIPMENT IN THE COUNTRY 





Write for Comprehensive Catalog 
and Handy Reference Guide! 





9", 
4 T 
. 


(ome, 


Complete Plants available too! 
Call for particulars! 








At the Dad’s national convention in Chicago, Barney 
Berns (left) demonstrates the meaning of “Building a 
Successful House.” At the right, vending machine com- 
pany executives J. W. McCloskey, K. C. Melikian and 


B. F. Wiley. of the Rudd-Melikian Company: Beverlee 
Wilson, Miss “Dad's” of 1954; J. W. Coan, Coan Mfg. Co.; 
C. H. Chapman, Navenco Co., pause in a tour of auto- 
matic vending machines shown to the Dad's bottlers. 





and hailed the advent of the no-deposit-no-return 
bottle as the answer to the ever-increasing problem 
of maintaining steady and higher production, with- 
out the difficulty of locating, returning and process- 
ing glass. 

Pointing out that with the exception of milk no 
other part of the entire food business has to spend 
money seeking out, returning, and reprocessing its 
containers, Mr. Berns forecast that the return prob- 
lem will be a thing of the past within a few years, 
as the trend toward disposable glass gains momen- 
tum within the industry. He then predicted that 


ON HAND 
FOR IMMEDIATE DELIVERY 


Dixies, Model C & F 

Liquid 12 spout Filler. 

Cem 20 spout Filler. 

Liquid 32 spout. 

Cemco 40 spout (2). 

Cem 12 head Mixer (2). 

Liquid 15 head Mixer. 

Miller Kendall 8 head Mixer. 

Liquid Carbonators, 200-300-500-800- 
1000 GPH. Cem Saturators, 250-500- 
1000-2000 GPH. 

D &L8 wide—é wide. 

Meyer Dumore, 8-12-16 wide. 


Michael Yundt, 2-16 wide, 1-24 wide. 
Heil, 8 wide—I2 wide. 


é Mojonnier Baffle Cooler, 1000 GPH. 
Mojonnier Carbocoolers, 1|-275—1-500 
GPH. 


PA G.E. Cooler, s.s. unit, 300 GPH. 
—— Temprite, 200 GPH. 


Filter, sand & carbon—up to 84'' 
\ diameter. 


4 S.S. Tank i 
“ , eB s and syrup Filters of all 
~ “ Filter Media of all types. 








BUCKNER EQUIPMENT COMPANY 


Liquid Handling Materials and Equipment 
Dept.NB 3024S. Wabash Ave- Chicago 16, III. Phone DAnube 6-1344 








within the next five years the industry will see so 
many new changes that one will not recognize the 
bottling business of today. 

In unveiling its advertising plans for 1954, Dad’s 
announced that they would embark upon the largest 
advertising campaign in their history, supporting 
bottlers heavily within their own territories with 
specially-developed campaigns involving not only 
point-of-sale programs, but newspaper, radio, tele- 
vision and magazine advertising, geared to the needs 
ofindividual markets, especially those where tele- 
vision has become an important advertising factor. 





“GHOK -A- FIZZ” 


CHOCOLATE SODA IN BOTTLES 


The Only Real Chocolate Carbonated Drink — Finest 
Quality — Good Profit Maker — No Special Bottling 
Equipment Needed — Public Accepted — Franchises 
Available. 


for complete information write direct to: 


CHOK-A-FIZZ PRODUCTS CO. 


4508 S. ASHLAND AVENUE CHICAGO 9, ILLINOIS 

















(Urey 


FORA ee pd 
TO MAKE MONEY 
SEE PAGE 95 
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Merchandising, public relations and new advertising 
specialties were included in the exploration of every 
possibility available to bring business forward in an 
ever-increasing volume. 

One of the most important guest speakers was 
I. W. Houston, president of Spacarb Inc., and the 
National Automatic Merchandising Association. He 
stated that he was there to break down the long- 
standing antagonism which some bottlers have held 
toward automatic cup venders. In tracing the his- 
tory of the cup vending business, he admitted that 
they had nearly foundered for a time, but it was 
now becoming an important factor in the retail sale 
of soft drinks to the consumer. He pointed out that 
it was the preferred method of dispensing in many 
factories, industrial and public locations where 
empty bottles presented a problem. The cup vendor, 
Mr. Houston stated, instead of being competition 
for the bottler, actually represented a sampling op- 
eration which could only result in doing good for the 
bottlers, especially those like Dad’s, who pack not 
only the 10-ounce bottles, but also 32s and 64s for 
home use. 

“Dad’s” Root Beer announced that they will be 
the first major single drink producer to offer canned 
beverage to the public. Along with the new pricing 
which will soon become necessary. Specific produc- 
tion problems were threshed out. New trends in 
packaging were part of the agenda. 

Wm. Russell, Nat’l. Sales Mgr., Fountain Division, 
talked to the convention about the Fountain Flavor 
Program, reviewing the magnitude of the sampling 
job done, at no cost to the bottlers, and the great 


impact it had on helping bottling operations. 








PROMINENT SPEAKERS AT IOWA CONVENTION 





Keynoting the annual convention of the Iowa Bottlers of 
Carbonated Beverages were: left to right. F. A. Mitchell, 
Don Ross, John Christman, Sidney Watkins. Dr. B. C. Cole 
and Harry Linn. (Story appears on Page 82) 
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CASE TO MAKE MONEY 





Canada Dry bottlers 
make more per case 
because: 


1. Established 
Canada Dry bottlers show average selling prices 
ranging from $1.30 to $1.50 per case. 


—— These are only a few of the 
2. Canada Dry bottlers , x 
‘ ‘ dollars-and-sense reasons why established bot- 
enjoy the highest average per-case selling 2 
price in the beverage industry. Hlers everywnere are applying for Conage Pty 

; franchises at an astounding rate. 


3. Canada Dry’s syrups Some choice areas are still open for develop- 
and extracts are realistically-priced, ; : att 
: ment. Ordinarily a franchise includes the com- 
assuring bottlers the largest per cent . y 
at? ; plete Canada Dry line. However, concessions 

gross profit in the field. ; : 
will be considered to established bottlers who 

4. Canada Dry pioneered have built a demand for a non-competitive bev- 


sensible pricing and believes in providing 


; : wee erage. Write today for complete information. 
its bottlers with a fair return on their investment. 


CANADA DRY GINGER ALE, INC, 


U. S. LICENSE DEPARTMENT 
100 PARK AVE., NEW VORK 17. NN. Y. 


EVERYTHING YOU NEED 


TO CASH IN 
ON 














A top quality product 
plus 


the most powerful 
promotional campaign 
in KIST history makes 
your selling job easier 
and your 


PROFITS BIGGER 
THAN EVER! 


Look! New point-of-sale aids—window streamers, posters, decals, eye-catching carton, and 
more . . . PLUS power-packed newspaper ads, radio spot announcements, merchandising 
plans, and other tested and effective promotions that keep KIST sales booming the year ‘round! 

Write for details on the KIST FRANCHISE 

CITRUS PRODUCTS CO., 11 E. Hubbard St., Chicago I], Ill. 
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Best Wishes To These 
NEW DOUBLE-COLA 
“~~ BOTTLERS! 
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THE DOUBLE-COLA COMPANY 
CHATTANOOGA, TENNESSEE 


THE DOUBLE -COLA COMPANY OF CANADA 
7402 Eighteenth Avenue — MONTREAL, CANADA 


THE DOBLE-COLA COMPANY OF MEXICO 
CASA GUAJARDO S.A., MONTERREY, N.L. MEXICO 
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In 1953 thirty-five new Double-Cola franchises 
were added to the ever-growing family of 
Double-Cola bottlers. 

And 1953 has beena record year in sales for Double- 
Cola bottlers...old and new...a permanent testi- 
monial to this wonderful drink and to its bottlers. 














































Sales Tax, Non-Sugar Drinks 
Discussed at Keystone Meeting 


q, TOOK three members of a panel two hours, a 
dozen questions from a half dozen bottlers and a 
similar number of answers from the panel members 
to fail to resolve the question of the position and 
the future of the dietetic beverages in the soft drink 
industry. The debate, which took place at the annual 
convention of the Keystone (Pennsylvania) Bottlers’ 
Association, October 11-12 in Pittsburgh, was a 
planned, feature of the program, designed to fill in 
the Pennsylvania bottlers on current thinking and 
activities in this new field of production. At pres- 
ent, Pennsylvania bottlers cannot produce non-sugar 
soft drinks under the present State regulations. 
However, those on the border are facing competition 
from out-of-state bottlers and there has been suf- 
ficient consumer demand within the State to make 
the bottlers take direct notice of the new type 
beverages. 

In order to present the subject in an unbiased 
manner, the panel was composed of Professor Ernest 
Lockhart, Associate Professor of Food Chemistry, 
Massachusetts Institute of Technology, who pre- 
sented the case for sugar; Dr. Edward J. Matson, 
Assistant Director Research, Abbott Laboratories, 
who advanced the cause of the cyclamates, and C. E. 
Van Anglen, Jr., Assistant General Sales Manager, 
Canada Dry Ginger Ale, Inc. Mr. Van Anglen, 
pointing out that his company is producing a non- 
nutritive beverage (“Glamor”) read to the 112 bot- 
tlers registered copy from the introductory adver- 


tising in which Canada Dry stressed the use of the 





LEADING THE PENNSYLVANIA ASSOCIATION 
.- are John Pullets president: H. M. Surkin, vice president: 
Asa L. Day, secretary and Geo. Derry, Jr., treasurer. 
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SUGAR VS. SUCARYL 


Presenting their opposite views on whether bottlers should 
make non-nutritive soft drinks were Dr. E. J. Matson. who 
said they should (left) and Dr. E. E. Lockhart, (right) who 
said “no”. They flank C. E. Van Anglen, Canada Dry 
Assistant Sales Manager, who told how his company re- 
gards its dietetic drink, “Glamour.” 








Addressing the Pennsylvania bottlers, Arthur Dennis in- 
terpreted for them the new State sales tax and regula- 
tions applying to bottlers’ operations. Geo. Derry, Legis- 
lative Committee Chairman, called for increased public 
relations efforts. 








. new beverage for dietary purposes, and not as a 
substitute for its regular line of products. Mr. Van 
Anglen expressed as his personal opinion that the 
“non-sugar beverages will turn out to be a fad if 
bottlers ‘rah-rah and hoopla’ their advertising.” He 
also pleaded for truth in advertising the new prod- 
ucts, stressing the fact that they will neither reduce 
or add weight, by themselves. ‘‘It is our business to 
sell good products” he said, “and our business not to 
prostitute them in any way regardless of what 
ommentary advantages that may bring.” 

Professor Lockhart, in making the case for sugar, 
declared it the backbone of all soft drinks. There is 
no reason, he said, why bottlers should not be proud 
of the fact that they are using sugar in their prod- 
ucts. He too pointed out that the consumption of 


soft drinks won’t add weight nor its non-use reduce 





weight. “Consumers need to be educated to the fact 


that overweight is simply over-eating, and the omis 
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The Permutit Co. 
270 Ineursence Exchenre Blag 
1111 Nic let Avenue 

Minnesnolie 2, Minn. 




















Attention: Mr. H. G,. Taylor 
Dieatrict Manerer 
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Coca-Cola Bottling Co., Inc. 
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Be ae 


| Aanche poof that CARBO-DUR | 
laste Conger, wets faster 


than other activated carbons 


Profit from these advantages! Reload your present taste and odor removal 









filcer with Carbo-Dur. Or better still —install the new Carbo-Dur Purifier 







with a removable head that speeds reloading. 






Write today for full information. THe Permutir Company, Dept. NB-11, 






330 West 42nd Street, New York 36, N. Y., or Permutit Company of 











Canada, Ltd., 6975 Jeanne Mance Street, Montreal J 


PERMUTIT | 


WATER CONDITIONING HEADQUARTERS FOR OVER 40 YEARS 
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or modern people, modern taste... 


dpsi- Cola. robes pwithaite filling 


EVER was a whole generation better to look at than the 
N slim, lithe youngsters of today. What's more, insurance 
figures say they'll live longer than their grandparents did. And 
much of the reason is their modern, more sensible diet. 

That’s why today Pepsi-Cola is more popular than ever. 


Because it has constantly kept pace with the wholesome 


change in taste to lighter foods and lighter beverages. 


PEPSI-COLA 


The Light” rofroslwidn 


Today’s lighter Pepsi-Cola is dry, never too sweet or heavy, 
reduced in calories. It refreshes without filling. 

Enjoy it whenever you want refreshment—either in the 
familiar big economy bottle for two, or in the smaller single- 


drink size. Have a Pepsi—the modern, the light refreshment. 





sion of any one product from the normal diet will 
not result in weight reduction,” he said. 

Dr. Matson, whose company is at present the only 
manufacturer of the new sweetener being used in 
the dietetic beverages, declared that they had no 
argument with the use of sugar in soft drinks; their 
product was designed for people who did not or 
could not use sugar-sweetened beverages. He added 
that the production of non-nutritive beverages would 
be an additional source of business for bottlers, 
rather than a substitute for all or part of his regu- 
lar line, and recommended to the bottlers that they 
follow without deviation the labelling and regulatory 
provisions of their respective States. “The industry 
must continue to be beyond reproach with any of 
its products,” he said. 

In opening the convention session, President Z. H. 
Confair expressed his pleasure in that the special, 
discriminatory Pennsylvania tax was removed from 
the industry during his term of office, and also 
warned that a new crisis will appear in 1955, when 
the current 1° general sales tax comes up for re- 
enactment. 

A detailed analysis of the sales tax and its effect 
on the bottlers’ operation was given by Arthur E. 
Dennis of Philadelphia, who was 1etained to handle 
the legal problems arising out of the new sales tax. 
One of the problems already being attacked is to 
bring under the provisions of the tax competitive 
products, including still beverages and soft drink 
bases not subject to the tax. There is also an unin- 
tentional inference (due to the fact that the law 
exempts foods) which makes it appear that these 
untaxed products are foods, while carbonated bev- 
erages are not. It is understood that a new regula- 
tion is being considered by the Revenue Department 
to put all products of a similar nature on a equitable 
basis. 


Mr. Dennis also discussed the tax rulings with 


regard to sales to tap rooms, clubs, hotels, caterers ; 





KEYSTONE BOOSTERS ELECTED 


. . » (seated) Charley Hilton (Pure Carbonic) secretary. 
R. M. Hotchkiss, (American Brewers Supply) president; 
J. J. Stanley (Thatcher Glass) vice president; and Direc- 
tors (standing) C. V. Hoar, (Armstrong Cork); Bob Kay, 
(Glenshaw Glass); B. H. Mushkin (Green & Green); Don 
Cummins (Liquid Carbonic); Art Schrieber (Morris Paper) 
Dick Moffitt (Consolidated Cork). 
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purchases of bottles, drums, cases, bottle cartons 
and carriers; vending machines, freight charges, 
manufacturing supplies and other aspects of the 
bottler’s operations to which the new 1° tax may 
or may not apply. 

George S. Derry, chairman of the legislative com- 
mittee, also made the old special tax and the new 
general sales tax the basis for his report. The past 
five years, he declared, have proved the necessity of 
keeping the State organization at its most effective 
point. He bluntly told the bottlers that if they did 
not spend at least 20% of their time in public rela- 
tions work, they were 
to themselves and to their industry. 


failing in their obligations 


John Pullets, Canada Dry Ginger Ale, Inc., Pitts- 
burgh, was elected president. Also elected were 
H. M. Surkin, Bireley’s Beverage Co., Philadelphia, 
vice president; Asa L. Day, Coca-Cola Bottling Co., 
Wilkes-Barre, 
Philadelphia, treasurer. 


secretary, and George Derry, Jr., 


N.Y. Coke Elects Tom Murray As V.P. 


The board of directors of The Coca-Cola Bottling 
Co. of New York, Inc. has elected Thomas D. Murray 
vice president in charge of television and radio. Mr. 
Murray joined the bottling firm in December, 1952, 
to supervise its expanding telecasting and broad- 
casting activities. His varied advertising back- 





THOMAS D. MURRAY 





ground includes service as agency copy chief, pro- 
duction manager and plans board head. In 1950, 
Mr. Murray left the agency field to become writer- 
director in television, creating dramatic and comedy 
productions in addition to commercials. 

The Coca-Cola Bottling Co. of New York, Inc., 
largest operation of its kind in the world, is pres- 
ently engaged in the heaviest advertising and pro- 
motion campaign in its history. On television, the 
firm sponsors “Sense and Nonsense,” a half-hour 
show, five nights a week over WABD and “The 
Adventures of Kit Carson,” also a half-hour show, 
on Tuesday evenings over WNBT. On radio, it co- 
sponsors the Notre Dame football broadcasts in the 
Metropolitan area over WMCA. 
radio and television are covered with a saturation 


In addition, both 


schedule of spots. 
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() CAPITAL OUTLAY 


~ No MAINTENANCE 


EXPENSE! 


By now practically all operators of bottling 
plants know about the many advantages and 
economies of the CARDOX System of Bulk 


Liquid COz Delivery and Storage. 


They know how CARDOX COz is delivered by 
tank truck and pumped by the fon into the 
CARDOX Storage Unit at the plant... How the 
System saves labor— reduces COz consumption 
and losses—eliminates servicing interruptions 
— simplifies operations and cuts costs all along 
the line. 


But some operators don’t yet know that they can 
have all these benefits without spending a penny 
in capital outlay or maintenance. If this sounds 
too good to be true, here's how it’s done: 


CARDOX Systems are installed on a supply con- 
tract basis. You don’t have to buy a single item 
of equipment and installations are made by 
Cardox Engineers at our expense. We perform 


CARDOX CORPORATION 


CO? Supply Depots af: 





Norristown, Penna. 
Oakland, Calif. Los Angeles, Calif. 





BULK Bsns 





and pay for all normal maintenance. All you pay 
for is the CARDOX COz you use, at the very 
reasonable rates established in your contract. 


The CARDOX System is now in use in hundreds 
of efficient, cost-conscious plants. WRITE TODAY 
FOR FULL PARTICULARS ON HOW YOU CAN USE 
IT TO IMPROVE YOUR OPERATIONS. 


+k Based upon reasonable consumption requirements 


BELL BUILDING + CHICAGO 1, ILLINOIS 


Suffolk, Va. $t. Lovis, Mo. Barberton, Ohie Dearborn, Mich. 
San Diego, Calif. Phoenix, Arizona Cabin Creek, W. Va. 
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SCOVILL OPENERS 
for Added Sales! 


When you buy bottle openers, make sure you put 
your name on a type that customers will value and 
keep, like these inexpensive Scovill sheet metal 
bottle openers, for instance. Scovill’s design has 
made them easier and more convenient to use, so 
naturally your customers will hang on to them— 
and your message will really get itself read over and 
over again. 


SCOVILL NO. 120 MIGHTY MIDGET. 
Its flat, highly polished nickel- 
or copper-plated surface is per- 
fect for your trade name or 
label. Itssmallsize and bevelled 
ends without points make 
it easy and safe to carry 
as a useful and con- 
stant reminder of 
your product. 














'% > 











mi 


SCOVILL NO. 102 BANTAM. Its curved 
shape gives added strength with less 
weight and makes it easier to pick up, 
more comfortable to use. Made of 
nickel-plated steel. It may be lettered 
around the opening as well as on the 
handle, and in color if desired. 












SCOVILL OPENERS STAY ON THE JOB! 


Scovill sales producers are built for easy and continued 
use —and keep your name in front of your customers. 
Both of these openers bear on the middle of the bottle 
cap, thus reducing the risk of bottle breakage. They are 
priced among the least expensive sheet metal openers on 
the market. For prompt delivery or descriptive literature 
and samples, write us today. 1.3.5 


SCOVILL st, Aroccon 


SCOVILL MANUFACTURING COMPANY 
ADVERTISING SPECIALTIES DIVISION, 59 MILL STREET WATERBURY 20, CONNECTICUT 
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NEW OFFICERS 


Officers of the Hiawatha Bottlers Association of Upper 
Michigan for 1953-54 are, seated, left to right: Neil Maki, 
Newberry. president, H. A. Mattson, Hancock, secre- 
tary-treasurer; standing, left: George Nikula, Houghton, 
director, center: Clarence Larson, Iron River, director 
and right: Nick Bink, Escanaba, vice president. 








Interesting Program Marks 
Upper Michigan Convention 


qn A stimulating summary of the current activities 
of the American Bottlers of Carbonated Beverages 
Association, Edward Wagner, Madison, Illinois, 
member of the A.B.C.B. Board, keynoted the 1953 
annual convention of the Hiawatha Bottlers Asso- 
ciation of Upper Peninsula of Michigan, held at the 
Hotel Ludington, October 6, 7 and 8. This marked 
Mr. Wagner’s second appearance as a guest speaker 
at the Hiawatha Bottlers Convention. 

Other convention activities included reading and 
presentation of the minutes and financial report for 
1952, talks by representatives of the State of Michi- 
gan Department of Agriculture and consideration 
A film, “Sam Soda’s 


Dream” was also exhibited and shown through the 


of bids for the 1954 convention. 


courtesy of the Owens-Illinois Glass Corp. 

The annual evening banquet and entertainment 
by the Bay De Noc Men’s Chorus was followed the 
next morning by a tour through the Harnischfeger 
Truck Crane plant, with a subsequent luncheon at 
the Highland Golf Club. 

New officers elected for 1953-54 included: 

President: Neil Maki, Newberry; vice-president : 
Nick Bink, Escanaba; Mm. A, 
Mattson, Hancock; Nikula, 
Houghton; Clarence Larson, Iron River and Ray 


secretary-treasurer: 


directors: George 


Hirvonen, Marquette. 





Thanks To You... For Your Big Interest In 


Cock'n Bull 
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Cock'n Bull, Ltd. — 132 E. 38th St. N. Y.C. 








The Winner ... The New CHAMPION 


@ INTEGRATED DESIGN ... the only completely 
self-contained manual selective bottle vender. 

@ EASY-OUT BOTTLE RELEASE . . . minimum fric- 
tion . positive action. Easiest release to 
operate. 

e 60 BOTTLE, 6 ROW, LIFETIME STAINLESS 
STEEL VENDING RACK. 

@ COIN MECHANISM FULLY ENCLOSED IN 
CABINET. Locking panel eliminates pilfering . . . 
makes servicing easier. 


Champion Vender specifications: length, 
40!/."; height, 34"; width, 21'/."; total 
capacity, over 6 cases. Challenge our 
sales engineers to prove our right to be 
Champion. Call, write or wire: 


TELEPHONE (Minneapolis) HOPKINS 3531 





MINNESOTA U.S.A 
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At The Show... 


CORN PRODUCTS SALE 


ORRIS PAPER MiTiGy 
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Mission Merck & Co. Marbert Prods. 
Barry-Wehmiller Chevrolet Barrett-Cravens 
Corn Products Sales Tru-Ade Morris Paper Mills 


November, 1953 





At The Show... 


Crown Cork & Seal 
Consolidated Siphon 
Lucky Club 


Berghausen 
Keenline 
Wyandotte 


‘ei ae 
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Double-Cola 
Volckening 
Pure Carbonic 
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At The Show... 
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ATTANGGOSE: 





National NuGrape Kol-Flo Kooler H. Kohnstamm 
Chattanooga Glass General Hydro Centennial Cotton Gin 
Vernor's Atlas Metal Wks. Blue Seal Extract 


November, 1953 





At The Show... 
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PEARIN AKERS AFC CO tm 


Niagara Bottle Washer Oakite Hires 
Heyman Process Co. General Vending White Motor 
Penrith Akers Mfg. Hutchinson Vendorlator Mig. 
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T GAIR COMPANY, INC 


“!ING MILLS DIVISION 


Consolidated Cork Warner-Jenkinson Glenshaw Glass 
Bottlers Appliances Atlanta Paper Old Dominion Box 
American Coating Mills Amold Equipment Godchaux Sugar 


November, 1953 





At The Show... 
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Owens-Illinois Automatic Pump & Softener Pepsi-Cola 
Metal-Glass Prods. Clicquot Club Hurty-Peck 
J. L. Clark Mfg. G. C. Evans Dodge Trucks 
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At The Show... 
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SPECIALTY ENGINEERING 














Specialty Engineering Pinch Frame Chain Belt Co. 


SEO lad Or “JOP ‘SPAQ IG LIFE CO 


ASSOCIATION 
r THE 
BeK INDUSIRY 


Sparkling Life General Beverages 


dependable CARAMEL coloring 


Always NO. 1 PREMIUM | 


Millions Have Been Used 


COLORFUL PLASTIC APRONS | 
gc eee OO .by SETHNESS comune 


Fits easily within carton. 


ii “a little goes a long way” 


Low Cc t ge @)> A) ed Your customers, through experience, have learned that they can depend upon you 
As eq. ry ag 3,4 f Wh al for product excellence. We are proud of the fact that Sethness, too, has earned a 
90% § ee - 2o. Ob 7 reputation for unsurpassed quality and dependability. Our pledge to you is to 

Peg —. «BE. o }, ——4. . continue bringing you the brilliantly clear, free-flowing, acid-proof Caramel 
Excellent Give-Aways AR: = 475} = ) ee Coloring that t de the ». Sethne if dependable C el 
Ideal Self-Liquidators h 4 > sf y — g 1as made the name, § nees, mean uniform, dependable Caramel. 
Tie in with Any Promotion 


Sampl R t in Setting the Standard | 1300 W. Division Street, Chicoge 22, Il. 
" aon aamane PRODUCTS CO. Conte 180 Sathuess PRODUCTS COMPANY 41-15 29th Street, Long Island City 1, N.Y. 


Dept. BG-11, Mdse. Mart, Chicago 54 Tel: MOhawk 4-3434 
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Guaranteed Circulation 


You designate local 
schools you wish 
covered, and we 
attend to uniform 
distribution of the 
Book Covers. 

Circulation and 
usage guaranteed. 


79% RE-ORDER 
YEAR AFTER YEAR 
WHICH PROVES RESULTS! 









EYE-CATCHER CASE PROMOTES SALES 


Dealers will find much of interest in this unique Cover 
Case recently introduced by the B-1 Beverage Company 
at the national A.B.C.B. convention in Chicago. Made of 
white paper board, the case carries special attractive 
copy and is die cut for 24 bottles. The unit is shipped 
flat and easily assembled by folding in edges. No stapling 
is required. Because the case dresses up the 24-bottle 
case, it is really an eye catcher that promotes the sale 
of 24 bottles, instead of the usual 6-bottle carton. Further 
information may be obtained from the B-1 Beverage Co., 
St. Louis, Mo. 











PURCHASE OF 
THIS CARTON 


> > > 


ROCK CREEK 
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OFFER LOW COST BOTTLE SEALER PREMIUM 


“Put the premium with the package” is Rock Creek's 
method of increasing sales of take-home cartons. The 
premium is Towntop’s All Plastic Bottle Cap set in a die 
cut bottle neck hand-on card. This inexpensive bottle 
sealer is manufactured by Towns Quality Products, East 
Orange, New Jersey. 





School Administrators, Teachers, Parents and Pupils use and like SHARP’S 
REDI-CUT BOOK COVERS to cover text books, and sincerely show their 


appreciation to sponsors. 


Civic Minded Business Men Like 
SHARP’S REDI-CUT BOOK COVERS 


because: 
@ They cut text book costs 
@ They give students clean books 


© They teach Health and — 
© They promote business at low 


cost 


Sharfe‘a REDI-CUT 
GUMMED 


NOVEL CARRIER 
INTRODUCES NEW DRINK 


This 6 bottle carrier con- 
structed to accommodate a 
16 ounce beverage bottle 
for the George Schneider & 


Zook Cavers 


Are made of tough, soil and 
moisture-resistant Kraft, and fit 
all books smoothly. They reach 
schools ready for distribution, 
with your advertising message 
on front and back. 


FREE—SAMPLE COVERS SHOWING YOUR PRODUCT—ON REQUEST. 


Shays REDI-CUT 2esé Gowers 


SHARP & CO. Inc., .3201 oak Grove -pattas 4, TEXAS 
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Co. new No-Sugar Bever- 
age is strikingly trade 
marked on 4 sides of the 
carrier. Designed and man- 
ufactured by the Thomas 
River Division of Robert 
Gair Co., Inc., the carrier 
has a double carrying han- 
dle with a divided inserted 
through the bottom. The use 
of the carrier will, it is ex- 
pected, increase multiple 
unit sales in the introduc- 
tion of this new soft drink. 


——_—-—_ 
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Buy 





Gaco Tufbilt 
Beverage Cases 


ONLY WOOD CAN TAKE IT... the abuse your cases 
must withstand in normal usage, that is. WOOD assures 
your cases of permanent rigidity, eliminates jamming 
of casing equipment, provides positive, permanent 
identification. Hundreds of bottlers know Gaco Tufbilt 
Cases are the class of the WOODEN CASES. This is 
because they..... 


Standard LOOK BETTER 
replacement parts. LAST LONGER 


Specify 





< GIDEON - ANDERSON 


CIDEON MISSOURI 






The Hygeia— Bowden Single 
Valve Water Filter is a rapid 
flow type and removes sus- 





pended matter, turbidity, 
chlorine, iron, taste, odor 
and discoloration. 

These filters produce the 
clear, sparkling water essen- 
tial to good flavor, uniform 
quality and better beverages. 
They are available in various 


sizes and capacities. 
Ask for further information 
Bowden Single Valve 4 on these filters used widely 
Water Filter / in bottling plants. 
Hygeia also makes the Lynn Self-Cleaning 
Stone Filter used in Bottling Plants 


HYGEIA FILTER COMPANY 


3430 DENTON AVE. DETROIT 11, MICH. 
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In the selection of a practical premium, bottlers 
have always been confronted with the dilemma of 
obtaining a low-price item that will have wide ap- 
peal. Many times, it has been necessary to select a 
high-cost item and to limit distribution. 


Albert Brooks Products Co., Chicago 54, IIL, be- 
lieves it has the perfect answer — plastic kitchen | 


aprons. Low priced (ten cents in quantity lots) 
and popular with housewives everywhere, they have 
an additional advantage in that the apron can be 
folded compactly to fit in to a carry-home carton, in 
the event that bottlers want to use the apron for 
carton promotions. 

Full details about these useful plastic aprons, and 
a sample, can be had by writing to Albert Brooks 
Products Co., 1452-A Merchandise Mart, Chicago 


| 54, Ill. 


| Polak & Schwarz Merges with 
| Albert Albek, Inc. 


Albert Albek, Inc. of Culver City, Calif., have 
merged their operations with Polak & Schwarz, Inc., 
New York City, and will hereafter be known as the 
Polak & Schwarz, Inc., West Coast Division. 

According to the company announcement, the en- 
tire Albert Albek staff will remain in its present 


| capacity. The local California laboratory and manu- 


facturing departments will continue to function with 
the added advantages of complete cooperation with 
the Polak & Schwarz organization. 


Al Fine, Sun Spot Prexy, To Devote 


| Full Time To Franchise 


According to the announcement issued jointly by 
the High Rock Ginger Ale Co. of Baltimore and the 
Sun Spot Bottling Co. of Baltimore, the sale and 
distribution of High Rock and Sun Spot will be con- 
tinued by the Suburban Club Carbonated Beverage 
Co. (Pepsi-Cola Bottling Co.) of Baltimore and 
Annapolis. The franchising of Suburban Club as 
local Baltimore bottlers for Sun Spot emphasizes 
the fact that the Sun Spot Co. of America has not 
been sold. In fact, Albert Fine, who heads the Sun 
Spot Co. of America, with the sale of his privately 
owned High Rock plant, is now in position to give 
his full time and attention to the operations of the 
Sun Spot Co. 

The Sun Spot Co. of America will continue in the 
franchise business, according to Mr. Fine, with a 
new expansion and sales program planned, and its 


initial stages already in operation. 


Maywood Glass Co. Opens 
New Decorating Plant 
Maywood Glass Co., a subsidiary of Anchor 


Hocking Glass Corp., has completed construction 


Aprons As Inexpensive, Useful Premiums | 


yor LABEL 


IS YOUR BEST SALESMAN ! 
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Be sure it performs these important 


GAMSE — beverage 

label specialists—wil 
| be glad to make up 
specimen sketches — 
or show you exam- 
ples of successful 
selling labels. 


functions for you:— 


¢ ATTRACT THE SHOPPER 
¢ IDENTIFY YOUR BRAND 
¢ INDICATE THE FLAVOR 


¢ CREATE A FAVORABLE 
SALES IMPRESSION 


Lithographing Co., Inc. 


419 E. LOMBARD ST. 


BALTIMORE 2, MARYLAND 











With a recent franchise 
signed for the St. Louis 
area, Lo-Cal is now pro- 
duced and sold in 16 
states across the coun- 
try. Rapidly moving into 
all major markets, Lo 
Cal's distinctive taste 
and sales appeal assures 
results in this profit plus 
line. 
“REFRESH 
without REGRET’! 


* Sugar free 

* Salt free 

* 16072. bottle 

*& No deposit 

* 8 popular flavors 
* Real profit-maker 








Write or wire today — for 
complete information on the 
availability of a Lo-Cal fran- 
chise in your territory. 


LO-CAL Sa/es Company 


371 EAST 160th ST., N. Y. C. 
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of a new plant for decorating glass containers with | Phete—CourtesyR C A 


| 


fused colors. | 


THE HIT OF THE ABCB CONVENTION! 


TAYLOR 


Automatic 


CASE CLEANER 


Double-Cleaning Action! 


improves Plant Efficiency by 


Supplying Clean Cases for Clean Bottles 


Automatically Dumps — Shakes — 
Air Blast — Vacuums 





Each Case receives two dumps — Two shakes — 
an air blast and vacuum unit makes sure dust stays 
in cleaner's dust bag and not in your plant... . 
This compact unit cleans both cases and cartons. 
Will handle most type cases — its gentle action 
does not damage cases, paint or partitions. 


OPTIONAL EQUIPMENT: -LO-WIL Insecticide 
Unit at Small Additional Cost 


A TAYLOR CASE CLEANER 
IS YOUR BEST BUY! 


Manufactured by 
TAYLOR EQUIPMENT CO., Salisbury, N. C. 


For Prices and Delivery Write: 


Bottlers Appliances, Inc. 


Drawer 1567 
Salisbury, North Carolina 
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The new building which houses the applied color 
operation is a modern California type steel struc- 
ture, 60 x 350 feet, with more than 20,000 square 
feet of floor area. The building is located on the 
Maywood Glass Co. property adjacent to the glass 
factory at 4855 E. 52nd Place, Los Angeles 22. 

The equipment and facilities which are now 
operating, include a complete art and photographic 
department, screen and construction shop together 
with the latest type of decorating machines and 





Decorated bottles emerge from a lehr on an endless chain, 
ready for quality inspection at the new Maywood Glass 
Co. plant in Los Angeles. 





automatically controlled lehrs for the fusing and 
super-tempering of glass containers. 

The operation of the decorating plant, as well 
as the glass plant is under the supervision of Mr. 
Howard V. Fulton, vice-president and general man- 
ager. 

The Maywood Glass Company has its main sales 
office at the plant in Los Angeles. Mr. R. H. Dallas 
is vice-president and sales manager. Other district 
sales offices are located in San Francisco, Fresno, 
Seattle, Salt Lake City, Phoenix and Honolulu. 


New Quinine Water Gains Popularity 
As Perfect Mixer 

Keeping pace with popular demand, Cock’n Bull 
Bombay Brand Quinine Water extensively used in 
the Far West for several years is being introduced 
in the East this year to supply the constantly 
growing market, according to an announcement 
made by Cock’n Bull Products, Los Angeles, Cali- 
fornia. 

Quinine Water, sometimes called “Tonic” has 
been a leading soft drink mixer for Gin for more 
than two hundred years. Gin and Tonic has been 
the standard refresher in tropical countries for 
generations and was claimed to have been first in- 
troduced by a famous British doctor in India. As 
a fashionable drink in this country, Gin and Tonic 
has grown in popularity by leaps and bounds. Prob- 








No broken hottles here! 


TRAFFIC moves right along here—no jams, no bottle- 
necks — thanks to the little box hooked up to this 
conveyor chain. It’s an Oakite Lubricator, and it’s 
filled with Oakite Composition No. 6, the wet-soap 
lubricant that cuts bottle breakage by as much as 40%. 


Oakite Composition No. 6 reduces gate pressure — 
bottles don’t jam up, don’t smash against each other. 
Leaves no gummy deposits on chain or bottle bottoms. 
Provides free flexing of chains around guides and 
sprockets— reduces drag, helps hold motor burnouts 
to a minimum. One long-time user reports power costs 
cut by 50%, out-of-service time cut by 90%. 


Ask your Oakite Technical Service Representative 
for demonstration. Ask him about the Oakite Lubri- 
cator, available on loan free of charge to users of 
Oakite lubricants. Or write for free copy of booklet, 
“How to Lubricate and Clean Conveyor Chains While 
They Work.” 


HARD WATER? Use Oakite Composition No. 12, 
new lubricant specially developed for hard water 
areas. Ask the Oakite man. 


OAKITE PRODUCTS, INC., 26A Rector St., New York 6, N.Y. 


OAKITE 


CLEANING AND GERMICIDAL MATERIALS 


RESEARCH 
DIVISION 


Technical Service Representatives Located in 
Principal Cities of United States and Canada 
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MANUFACTURERS OF CRUSHERS, PULVERIZERS, SINCE 1885 









Crush broken, chipped or worn bottles 


SAVE STORAGE SPACE — SELL THE CRUSHED GLASS 


Disposal of bottles now no longer a problem. A Gruendler All- 
Purpose Crusher installation as shown with simple hoist arrange- 
ment for second floor or ramp feed to Crusher provides a 
means to crush broken, chipped or worn bottles to uniform fine 
by-product for easy handling and disposal. Many combinations 
of Crusher-Pulverizer arrangements are made to fit the opera- 
tive needs of the Bottling Plant. 


WRITE FOR FREE INFORMATION 


GRUENDLER hives’ 


2915-21 No. Market St. Louis 6, Mo. U.S.A. 















FOR THOSE WHO PREFER 
LIME-SODA TREATMENT 






Aqua Matic atin 
COAGULANT REACTOR 


OUTSTANDING FEATURES 


. Thorough Mixing 

Long Reaction Time 
. Unhurried, Positive Flocculation 
Roofed Discharge Nozzles Prevent Short- 
Circuit Water Paths 
Sterilization Accomplished After Floc Has 
Combined with Organic Matter 
Lime, Alum, and Chlorine Handled at Floor 
Level. No Climbing or Hoisting 
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Full Automatic Controls, including Slurry 
\ \ \ Remova 
\' & 
Pina Write for this Descriptive Catalog 


Details on the complete line of AquaMatic products 
are covered in the 20-page catalog ‘‘Water Treat- 
ing Equipment’. Write us for a copy 


AUTOMATIC conronation 
2412 GRANT AVENUE, ROCKFORD, ILLINOIS 
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Quality. Quinine Water ALTE 
mixer is a product of Cock’n 
Bull Products, Los Angeles, 
and is sold from coast to 
coast in convenient no- 
deposit throwaway bottles. 





ably no other carbonated soft drink introduced to 
the American Market in the last ten years has so 
quickly become a preferred mixer. 

Cock’n Bull Quinine Water is, according to com- 
pany claims, an excellent mixer with fruit juices 
and blends delightfully with sweet wines. Its great- 
est use is found as the number two ingredient for 
smart drinks like Gin and Tonic, Rum & Tonic and 
Vodka & Tonic. 


Dad's Root Beer Co. Appoints 
Advertising Agency 

Bernard Berns, executive vice-president and gen- 
eral manager of Dad’s Root Beer Co., Chicago, 
makers of Dad’s Old Fashioned Root Beer, has 
announced the appointment of Grant Advertising, 
Inc., as advertising and publicity counsel to the 


company. 


Clark Equipment Co. Offers 
Equipment Leasing Plan 

A new low-cost equipment-leasing program which 
it expects to operate through its dealers on a na- 
tional basis has been established by the Clark Equip- 
ment Co., manufacturers of a broad line of industrial 
fork-lift trucks, towing tractors, straddle carriers 
and related materials handling equipment. 

The program, according to W. E. Schirmer, vice 
president, is not intended to promote the leasing of 


“es 


equipment in preference to outright purchase. “In- 
stead, the leasing service is being offered to that 
segment of the industrial community which has a 
need for a low-cost leasing arrangement and which 
service will free working capital,” said Mr. Schir- 
mer. 

Under terms of the program, the dealer is the 
owner and lessor, with the Clark Equipment Co. 
providing the direct financing. Equipment is leased 
to the customer for a three or five year period, with 
each annual rental, payable in monthly installments, 
being a declining amount based on the approximate 
rental value of a machine of varying age. Included 
in most lease agreements is the dealer’s regular 
Preventative Maintenance Contract. At the end of 
the three or five year periods, the lessee has an op- 


tion of extending the lease on a year-to-year basis. 















QUALITY COOLERS YOU 
CAN FIT INTO YOUR LINE 
AND SELL AT A PROFIT 


ACCESSORIES 





Bn 
x 
SINGLE We 
WATER 4 e \ eae 
FAUCET Ne 
GRILL 
ol DIVIDERS 
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DOUBLE 
FAUCET 


HEAVY 
Y ouTY 


You sell quality, trouble-free cooling in these elec- 
tric units that operate wet or dry. In 3 sizes... 4, 
5, 6 ft. Unobstructed interiors. Baked Enamel 


finish for beauty and sanitation. 


SEND FOR CATALOG N-1 


The BEVCO Company, Inc. 


3316-28 S. BROADWAY + ST 


LOUIS 18, MO 

















Our complete line of 


SUGAR FREE BEVERAGES INCLUDE: 


Pale Dry Ginger 
Black Raspberry 
Black Cherry 
"Sas" 

Birch 


Labels and crowns available 


‘COMPLETE SELECTION 
of SYLPH-DIETETIC Flavors 


Enable you to increase your 
sales during the cool winter 


The CONRON line of Flavors, 
Oils, and Certified Colors are 
distributed by DeLisser. 











Root Beer 
Orange 
Cream 
Cola 






Brominated 






1 167 tomate es i-mw +e te ee 


TESTS W. 26h Stok lew York Lit 
"THE GINGER HOUSE "| 











START BOTTLING 


Cash in on this | 
popular sure profit, 
year ‘round beverage 


KAYO....the leader 
in Chocolate Drinks for 
over 25 years 


CHOCOLATE PRODUCTS C0. 


415 WEST SCOTT STREET, CHICAGO 10, ILLINOIS 








Get this quality Dry Ice from one of the following 
reliable, speedy-service Mathieson Warehouses: 







it’s growing in | 
* popularity 
* promotion 
* profits 


Write or Call for Franchise Information. 


Atlante, Ga. Memphis, Tenn 
Baltimore, Md Nashville, Tenn 
Birmingham, Ala New Orleans, la 
Charlotte, N. C New York, N.Y. 
Chattanooga, Tenn Norfolk, Va 
Greensboro, N. C Philadelphia, Pa. 
Jacksonville, Fla Richmond, Va 


Knoxville, Tenn Saltville, Va. 
Washington, D. C. 





MATHIESO 























. ‘ . _— iecpeciicainliie 
‘ FOR SALE FOR SALE. 32-spout Liquid low-pressure FOR SALE.—Two complete bottling lines con- 
Business Opportunities, Bottling Establishments siruper and filler with Jumbo CCS automatic sisting of the following; complete 40-spout Liquid 
LASSIFIED : crowner; 8-wide Liquid Super Kleen washer; 500 bottling line for washing and filling splits to quart 
‘ FOR SALE.—~-Bottling plant, S. Wisconsin, 1.10 gph Liquid Life Time carbonator; World rotary bottles, consisting of; Liquid Super Kleen 5 com- 
to 1.40 territory; twin automatic Dixies, and com automatic labeler; 36” rotary accumulating table; partment—12-wide washer, serial #2545; unscramb- 
ADVERTISI plete bottling equipment, including bottles, cases 2 100-gal. stainiess steel tanks; 10 disc Star Liq- ling table 6 months new attached to washer; 40 
| and six trucks; nationally known franchised drinks ; uid sirup filter; would like to sell all, but any spout Liquid low pressure filler, serial #2? 592 ; 8- 
present five year lease on building; this is a buy reasonable offer ‘for all or part will not be refused. head crowner-combination, serial #616; 20-head 
at $38,000.00; for further information write; BOX 7 Toy BOX 740. 12. -tt. siruper; 16-head Miller Kendall high speed bev- 
No. T. F. 838.—10.-2. - san: - - —- - . erage mixer; 700-gal. Liquid carbonator; 15 hp. 
: FOR ‘SALE. —Cem 40 Mode! B, excelient con- Carbo Cooler; Morris air compressor; complete 
FOR SALE.—-Bottling plant in Indiana, 18 yrs. dition; 12W5C Meyer Dumore quart double-end 40-spout Liquid Carbonic bott. line for washing 
- , rs 1 
RATES AND GENERAL | one owner; can show 15% on investment; $20, washer, good ‘condition: other equipment; imme- and filling splits to pints consisting of; Liquid 
(00.00 complete; less real estate; can buy real diate delivery; write or ’phone. FIRSTEN BERG Supe Kleen 4-compartment 12-wide washer, serial 
INFORMATION estate or lease; write; BOX No. T. D. 836.—10.-1. BOTTLERS’ EQUIPME NT CO., INC., 301-307 #1S47628; 40-spout Liquid low pressure filler, 
OR SALE - Powell St., Brooklyn 12, N. Y erial #2777; &8-head crowner, serial #787; 20-head 
2 ; SALE. Owner. must retire due to 1 iruper; Miller Kendall—16-head high speed mixer; 
* For sale, Exchange and Wanted health, thus offering a golden opportunity for an FOR SALE. Complete bottling unit; Liquid Liquid accumulating table; 1200-gal. Liquid car- 
Advertisements are available at the aggressive young buyer to become a successful super kleen 12-wide washer, serial #2772; Liquid bonator; 20 x 20 hp. Carrier water cooler; Worth- 
. > bottler with relatively small investment; plant $2-spout filler with Liquid 8-head rotary crowner, ington air compressor; plus; Bell & Gossett 10 hp. 
following rates: 25 words, $1.50 each located near New York City can be purchased serial #2837; 16-head Miller Kendall mixer; Miller 200 Ib. pre cs water wet pump; Hygeia fil- 
> e with S10.0000 cash with yresent owner taking a carton and case packer, bought 1902; SOU-gal. Lig ter unit sane rravel: Minchar: N oor ye x 
insertion; 6c for each additional word h $i } h 1 k i ker, bought 1952; 8 id r 1 gravel; Minchar; Norwood Hydreo 
Address or box number is not included mortgage for the balance; the present owner will uid water cooler with 40 *P compressor, bought reactor, model #786 pm 3; all this equipment is 
: f stay until new owner becomes established as he July 1952; 1500-gal. Liquid de luxe circulating now being used and can | be seen in operation any 
in word count. A number, or group oO is very anxious to see his business perpetuated, carbonator, bought 1953; Worthington compres- day of the week, Monday through Friday this 
numbers is considered as one word. write, -BOX T. No, 852,—11.-1 sor; reason for selling, installing larger equip equipment available immediately; for further in 
} ment; machinery can be seen in operation in plant formation contact MANHATTAN ROYAL 
e Orders for classified advertising FOR SALE.—Beautiful modern bottling plant now ; will be ready to move Dec. 3lst, 1953.— CROWN CORP., 3820 South Michigan Ave., Chi 
fed in Northwestern lowa; national franchise; par PEPSI COLA BOTT. CO., INC., 2640 Main cago 15, I1l.—9.-t.f. 
must be accompanie by payment. | tially resort territory; for detailed information, Ave., N.W., Hickory, N. C.—9.-3. 
: : address BOX T. O. No, 847.—I11.-1 FOR SALE.— Available o here is, as is basis 
* Those advertisements which do not | - FOR SALE. 100 gr. Joe Louis punch 10 oz it plants as indic sad, ‘ith ieueabion ied ae 
comply with the established headings, FOR SALE.—Seven-Up plant for sale located bottles @ $1.50 per gr.; 1 Bishop & Babcock cat Meyer soakers listed below; these soakers are all 
hich ad : d in Arkansas; this plant is complete and has a bonator, LOO gal. cap. $50, 1 Bastian & Blessing in operating conditio 508 soaker, Atlanta, Geor 
oF bg on advertise new pro ucts or population coverage of 300,000 and a new build carbonator, 150 gal. cap. $100, both complete wit! gia, serial No. S61 SOS oaker Cleveland, Ohio 
services are not acceptable. The Edi- ing four years old; plant 1s making money, wr _ tors Bg gy condizion 2 ce nae serial No. 635: 508 soaker, DAth St., N. "y, oe 
. acrifice on account of going into service; wi , ca ~S oz. siphons O0e ea.; t.o.b » erial No. 620 DOS soaker Rocheste N i 
tors reserve the right to change or give full information and price to reliable parties, | ass 4 ERMAN, 15084 Cedar Rd., Cleveland, Ohio erial N 61D: S12 oaket  peeonae i Iilincss’ 
reject any advertisement submitted write.-BOX No. 84 2 erial No. 971; 512 soaker, Pittsburgh, Pa., serial 
~ ~ Ne 1146; 416 pi soaker, Orang N. J., seri 
for these columns. FOR SALE.—Belt conveyors, 4; we are pal No, Wa: Gis Sint. onekes Afra dl aE +. 
, , letizing and no long ‘ed four good belt con o. 704, ’y GINGER : 
@ In answering advertisements, please " . * reper, a8 seqnenimatels sight See Oh tel in INC. 100 Parl ia gt aN. Ate 
A | - ’ ‘i » 5 *, ‘ KR 4 en eV TK iN .* 
take notice that letters must be sent FOR SALE ep sa ga all single-phase 220 volt motor : . , 
to the box number, initials, mame or Machinery, Apparatus, Materials, Bottles, Boxes ne Mee Rapid. Fd cg: Mr ad foe hg hax - OR SALE. siquid Superkieen w ox. a 
R: Stand 1 . co yor booster i2,0; wide, 3 compartment wil indle 7,12 and 
: . | , hy $44); Rapid Standard 24 ft. with 44 h.p. 2° o vottles: good condi seed fn ae th 
address given by advertisers. FOR SALE.—9 Coca-Cola bottlers’ bodies, 228 motor, floor or over-the-hill, $500: 56 ft. floor wit] an P ttle % price ae Foot , NI Hf BEV 
| case capacity, excellent condition, CA dimensions 2 h.p. motor, $500); 40 ft. over-the-hill with 2 h.p ERAGE CO.. Grand Rapids. Mic} 11.-1 z 
@ Please Note!—The N. B. G. assumes of 114 and 120 inches, some bodies almost new, motor, $700; all can be extended or shortened : : : = : uty ‘ 
on. p08 wr traded from bottler converting to pallet loading ; all available f.0.b.; about December 15t! cas] "7 . ; ” - rtment See alsal 
no responsibility for condition or de- } also some 3014, 3015 and 3016 White trucks with or check with order; ERIE BOTTLING CORP.. end, suomi oe n oie ad 1 ~% Picts Sars 
scription of items listed in this section. bodies from 240 to 814 cases "ea mileages from ISOL German St., Erie, Pa 11.-1 washer: avlits pt err qt ge ee fe r quarts go 
P : : : 8.000 to 40,000 miles; several Chevrolet, Dodge } OE Faget neal tit, ateain F ; At ete 
All information is furnished by the | and G.M.C., C.O.E. 1947 and ‘48 models. FOR SALE.-2, 1947 1 ger nian anueanee tant PRL oe 
advertisers. CARR-WHITE TRUCK CO., INC., 809 Virginia bodies $25) each; BOOTH BOT TL ING ( U , O87 yt ope CO., 1100 East Lancaster, Ft, Worth 
St., Mobil Ala.—8.-4, W. Rockland Street, Philadelphia 20, Pa.—11,-1 lex 11 ‘ 














ZEPH YR BODIES: 


ECONOMY TESTED 


Hi-tensile, rust resis- 
tant steels and 500 to 
1000 Ibs. less weight 
offer savings on oper- 
ation, repairs and 
maintenance. 


FREE CATALOG 


SPECIALTY ENGINEERING CO. "*""seasut Srnvee** 
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STARR, “:" 
t 
For over 30 years... FAMOUS FOR 


ay Soe ap 


crm STATIONARY 
MONTE CRISTO - --- THESCO 


REMOVED 
Sos view BOTTLE 

— two favorites with bottlers who want the best! 

A Full Line Of Distinctive Quality Flevors 





OPENERS 


Eliminate loss of 
bottles and contents. 
Prevent danger to 
the public. 

Have long life. 


Brown Manufacturing Co., Inc.  THFALL & PILE. INC. a York tity AY 


MOW IT WORKS NEWPORT NEWS, VA. 








National Bottlers’ Gazette 


ejepinte CLASSIFIED CLASSIFIED 
ANNOUNCEMENTS ADVERTISING ADVERTISING ” EQUIPMENT 













A BIG 
THANK YOU! 


. » » To all of you who 
dropped in to visit our 
booth in Chicago. We cer- 
tainly enjoyed the oppor- 











BOTTLERS TRADING POST FOR SALE.-The following Coca-Cola truck FOR SALE.—One Star Liquid DeLuxe 250 


ack bodies ll be availal E . 
winter of 1953-54 9 O76 — tone a ir g.p.h. carbonator almost new. ACOB ADA MO. 
case 102” CA-2y re; 12 ee case 108” CA.3yr. ; INC., 81-83 Prospect St., Stapleton, N. Y 10.-2. 


MACHINERY OFFERINGS 15-280 case 108” CA- 2yr. 264 case 108” CA-3yr. ; . 
11-210 case 108” CA. Byr . 13-210 case 117” CA FOR SALE.—5.000 wooden cases for 6/half 
6Ovr.; for further information and pictures, write.— gal. bottles foe sale, make an offer; write.—BOX 

ye ee CRAWFORD JOHNSON & oo. IN( P. O. r. B., No. 834.—10.-2 


4 : 
FACTORY REBUILT SPECIAL! Box 2613, Birmingham, Ala.—10.- 
, 24 spout Red Diamond Filler 









































FOR SALE.—1 D & L bottle washer, 120 doz. 
> : . , ; Ss —_ per hour; 1 double end Shields hand feed, Reeves 
FOR SALE.—6 wide D & L soaker new 1947; drive, plus parts; 2, 150 gal. B & B carbonators; 









ii Mal 


































4 12-spout Red Diamond filler; Dixie Model F fill = : 
j ~-SI ut lamon 1 ° ixie I e lier ; . = * . “ ” Iter: 1. 1 ral. St iasein a ° P 
7 ° tot aa rina ae are . wes , , , Hureka stone water fhiter; Ll, lo gal. Stoneware, 
¢ 8 Wide Liquid quart soaker 250 gph Re d_ Diamond carbonator mas hp Ls ui storame tank agtomantic shut oft & miens nel SF tunity of meeting so many 
pubvirbububububububububububububbududbuden é $ 8 coo ‘ ) ress¢ i . om a new g ° o . 
i equipment in excellent condition.—T. K., BOX =. - om nas PROF vod gal ra) "o4, = : i friends and customers 
- * 12 -10.-1 f ases and b ss of 7, 123. 2. 4 82 o 
12 Spout Red Diamond line adopted for xi a.c.l, all one name, emerald green and flint; any s 
+ reasonable offer will be accepted write BOX from the mid-west. Ath We 
oe yy So FOR SALE.--3 model P42748 electric transport lr. R., No, 850.—11.-1 told them — and now tell 
: trucks made by Automatic Transportation Co. ; 
Complete 40 spout Cem line can be seen at, COTT BEVERAGE CORP., 197 FOR SALE.—Twelve spout Red Diamond filler, you — that this is the time 
c lete 50 #c li Chatham St., New Haven, Conn.—19.-2. five wide Liquid Universal soaker; 250 gph Red 
-omplete spout Gem line Diamond carbonator; Liquid Carbonic cooling to make your e uipment 
2 Ww Id \ b 1 system; all equipment in operation now; we are q p 
Tandem set-up or auto. labelers FOR SALE.—One Meyer Dumore 20-wide six installing larger equipment; A: hinery purchased plans for 1954 Don’t 
up to quarts compartment washer, equipped with new automatic in 1948; available about April 1, 194.—OLD eece 
feed, up and automatic discharge and thermostatic FASHION MA’S ROOT BEE RC 0., INC., 519 delay 
controls on all compartments; chain pockets and 525 Joseph Avenue, Rochester, N 11.-1. 
















tanks in fine condition; built in 1940; also, parts 


BOTTLE SPECIALS! to put this washer in perfect condition, such as FOR SALE.—2 Liquid bottling lines; 16 wide 


new funnel bo x, hold iew clamps, main drive 4 compartment, 1 hydro, soakers; 1 filler low head 







Write us about your 


aoe nS Pp Ap Co 


































. gears, side arms for clamps, gear and funnel box, splits only; 1 regular filler; crowner on same 
5000 cases 6 oz. Nutri Cola Bottles and two shives and shafts; size—35’ 6” long; base 30 head mixers; unscrambler tables; both equipment needs 
500 gross plain emerald green 8 oz 97" wide; 91” high; one right hand and one left lines in operation; 1 for Ase delivery other . 
g P g F hand Ermold, model 90-41, automatic multiple February 1954, write—RALPH A ATHEY, 
bottles labeler, serial No. F-479021 and F-479022, 10-wide, NORFOLK COCA<( OL A BOT TL ING WORKS, 
equipped with Reeves drive; speed 36 r.p.m.; fully INC., 735 Duke St., Norfolk, Virginia.—11.-1. 
500 gross plain flint 8 oz. sodas equipped to handle body, neck and foil labels with 
| idditional baskets for square labels; these labelers FOR SALE.—Dixie C automatic filler with F 
10,000 cases 7'/2 oz. ACL sodas |} were bought in 1948 and used for only one year; table, Reeves drive, accumulating table and track; 
one can disc dump table; one Hansen can rinser; lemprite instantaneous water cooling system, 7% 
1000 cases 28 oz. bottles in half-depth all of the above equipment equipped with 440 volts hp. compressor; 250 gal. Liquid Magic Lifetime 
shells one. ae phase sooters, REGAL AMBER arbonator; Evans gas heater; filter; retort with 
s3RE NG CO., 3250—20th St., San Francisco, baskets and dollies for chocolate drink; 3, 60 gal. r) 
| Calif.—10.-2 glass lined self draining storage tanks; 1, 40 gal BOTTLERS EQUIPMENT CO. INC. 
glass lined self draining mixing tank; 1, 160 gal 301-307 Powell St., Brooklyn 12, New York 





stainless steel Piaudler self draining storage tank 
STATEMENT required by the Act of August DOO gal. Taylor water meter; will sell separately 
24, 1912, as amended by the Acts of March 3, 1933, and sacrifice, write I. G. LEVINSON, 331 N 
2, ; Code, Washington Ave., Pa 11-1 


and July 146 (Title SY, United States Scranton, 


Section 2483) showing the ownership, mat 
BOTTLE & SUPPLY co., INC. ant, ‘and ea ty in of National Bottlers’ ‘Ce FOR SALE.—Cem 38B filler and crowner; SALES cua SERVICE 











zette, published monthly at New York, N. Y,, Cem 500 gal. saturator; Cem 12 head mixer; water 
7615 Third Ave Brookl n y N. Y. to Oct ® 1 coole complete th Yo k et reratio all 
— y ; 1. The names and addresse of the publisher, pete hilo mig in daily  oaaaiiiin & pote A in REPRESENTATIVE 
BEachview 8-3450 editor, managing editor, and business managers Feb, 1915.—-PEPSI-COLA BOTTLING CO., Ma 
re *ublishet elle ,ublishing ompz Y kas on 3 
wre: Publisher, Keller Publishing Company, 9 East rion, 5. C.—2I To handle automatic bottle vending 





3oth St New York 16, N. Y.; Editor, M. J. 


3 i Secker, ¥ East 35tl New York 16, N. Y.; FOR SALE—Washer, Liquid Superkleen 4 machine in New York, New Jersey and 
We Will Buy (And Sell) At Any Point pee ae ine. ply a oadiakine. S. R wide 2 commnsument, brash ioae. “am: splits, Pennsylvania areas. Must be tuntthes with 





Any Quantity of Emptied 10-Gallon Grapette, rr oe ry i a , stoma. its DON ‘DIST RIBUT Nance eer —. Perk, the beverage industry and have a knowl- 
Double-Cola, and Pepsi- Cola Metal Cans; name and address must be stated and also imme St. Louis 8, Missouri 11.-1 edge of vending problems. Excellent oppor- 
and Also Wooden Kegs, Barrels and Steel diately thereunder the names and addresses of " : ; tunity for the right man. All replies held 
Drums tockholders owning or hok ling 1 percent or more of FOR SALE.—Cem 40 spout filler; 4 compart strictly confidential 

° total amount of stock. If not owned by a corpora ment, 12 wide B. W. soaker, splits and pts.; 8 y ° 


wide Ermold labeler; will sell reasonable, write 


tion, the names and sisieee ses of the individual i : ‘ ° ; , 
BUCKEYE COOPERAGE co. pee Hie AB 4 Po lf owned by a nartnarehio P O. BOX 49, Burlington, Wisconsin 11..1 APPLY BOX #1712 


3803 Orange Ave. Cleveland 15, Ohio or other unincorporated firm, its name and address, 
g i] is Mntiet He FOR SALE.—Close out; beverage crowns, va Care of National Bottlers' Gazette 


as that ot each individual member, 









































is well 
given.) Keller Publishing Company, 9 East Soth rious flavors, packed in % gr. original cartons, 
A BOWITZ St., New York 16, New York; Belle S. Keller, uitable for export or re-spotting, 21,000 gr a 9 East 35th St., N. Y. C. 16, N. Y. 
¥ 4 s - | 9 East 3Oth St., New York 16, New York l4c per gr BOX T. Q. No. 849 11-1 
3. The known  bondhelder mortgagees, and 
3071 MAIN ST.- BUFFALO 14, N.Y - AMHERST 2100 other security holders owning or holding 1 percent FOR SALE.—One liquid 300 gph carbonator 
or more of total amount of bonds, mortgages, ar stainles teel, completely automatic, electricall 
other securitte are: (If there are none, so state.) controlled; one 5 hp, General Electric motor and BOTTLE SPECIALS ' ' ' 
None condenser unit with a 150 gal. filtrine storage 
WE ARE READY T R 4. Paragraphs 2 and $ include, in cases where tank one Burn automatic filler, model G,. in 8,000 Ctns. 24/7 oz. new Fi. stippled, one-way. 
the stockholder or securit holder appears upon cluding many tainle teel parts all equipment 500 gr. Fl. 7 oz. sodas, one brand, B’"" ht. 
the books of the con pany a trustee or in any can he een it operation perfect conditior re 150 gr. 7 oz. Em. Gr. ACL ''Cheer Up"’. 
ood other fiduciary relation, the name of the person ot placing with a Cem 20.—-BOX T. N. No. 846 700 gr. Amber 9 oz. lettered ''Red Top'', beer 
g corporation for whom such trustee is acting; also 11.-1 shape, 9'/2"' ht. 
the statements in the two paragraphs show the 150 gr. Fi. 10 oz. new, plain sodas, 9'/4"" ht. 
1 iffiant’s full knowledge and belief as to the circun FOR SALE.—Cem 40 type B No. 176 excellent 200 gr. Em. Gr. 10 oz. plain sodas, 9'/"' ht. 
LATE MODEL EQUIPMENT! tance and conditions under which stockholders condition and Meyer Dumore 12 wide four com 40,000 tns. 24/12 oz. new Fi., one-way boftles. 
ind security holders who do not appear upon the partment pint bottle washer; also good 24 
if h satus enulnment: beltle wacker hook f the company as trustees, hold stock and pocket 7-Up standard wooden half depth white I. BASKOWITZ BOTTLE co., INC. 
fillers, tabalenee ton ae congue detail:, includ- ecurities in a capacity other than that of a bona hells; all available at once f.0.b.—THE SEVEN 1301 GRAND STREET BROOKLYN 11, N. Y. 
! me fide owner Jp ( ANG ¢ "ANY 3 ogar. e 
ing i, genera! condition and asking price. We 5 rl e iverape nur ber of copie ot each 1 ue Wasuiee a at , ” aod ' _ si ‘ 
are prepared to inspect and pay cash immediately. | of thie -oeblionting esld oe disteibuied. through ; ; . 
Also. remember tO te ad wo age the mails or otherwise, to paid subscribers during FOR SALE.—In Middle West, bottling ma 
requirement re will “be interested, Intel eee ae ee Oe eat a dpa ig BRING YOUR BOXES 
° . 4 (Thi nformation i quired from dail week] going ot of bi 4 r our hi here 
good, late model equipment available in this | I s info tie x requ ed from daily, weekly if at puree J wees bur oret, # BACK ALIVE! 
country. emiweekly, and triw oo, pewsbeness, oo, s you want if 0 3 2 3 
CANNING EQUIPMENT HEADQUARTERS — We | (Owner). FOR SALE.—Two bottling units for sale con Reinforce your old and weak beverage 
have available for immediate delivery can fillers, Sworn to and ub cribed before me this 18t i is of a J iat I + ge Pai ner ; 1, 82 spout cases with galvanized Rolled-Edge Box Strap- 
rinsers, weighers, packers, etc way nO PIRENE V. HEISSENBUTTE! Rl get Ml a a cre ge gg og ping, %" wide; in rolls from 60 to 80 pounds. 
Notary Public in the State of New York chines 2 rotating table 1 Mojonnier 4 header Order today! 
Qualified in Queens County with 3, 36 tube cooling plates, water cooler takes 
Seruing American Industry for over FO Years (My commission expires March 30, 1954). Cert care of both unit for further information and Ss. ERVIN DIEHL, JR. 
filed with N. Y. Co. Clk’s & Reg’s. Off ) price, write—BOX T. S. No. 851.—11.-1 1300 N. Front St. Philadelphia 22, Pa. 
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BOTTLING 
EQUIPMENT... 


Rebuilt 
and 
Guaranteed 


Write... 
Wire... 

or Phone... 
RA-9-3173 





BOTTLERS SERVICE CORPORATION 
43-77 Vernon Bivd., Long Island City 1, N. Y. 








CLOISTER 
612 Ne. Orleans $ 


INC. 
icago 10, 


First in FLAVOR! 


A-1 COLA BASE CONCENTRATE 
“The Cola of Superior Flavor” 


write for free samples to 


LASORATORICS, 


i. 








WANTED 
12 oz. Spur Bottles 


28 Wasson Street 


BISON BOTTLE CO., 


FOR SALE 
20M 10 oz. Partitions 


INC. 


Buffalo 10, N. Y. 








to center. 


corrosion.) 


50 pound cartons. 


1300 N. FRONT ST. 





BETTER REPAIRS WITH THIS 
BEVERAGE CASE NAIL! 


* 1Y%2" LONG—12 GAUGE WIRE 
* OVAL HEAD—BARRED BODY from head 


* WILL NOT BREAK IF BENT 
* PACKED IN 100 POUND KEGS. Or, 25 and 


Write for sample and prices. 


S. ERVIN DIEHL, JR. 


PHILA. 22, 


* CEMENT COATED (Cement coating adds to 
holding power in both new and old wood 
and provides additional protection against 


PA. 








CLASSIFIED 
ADVERTISING 


FOR SALE.-—2 Nash Hytor air 
tanks 2 ft, diameter, 3 ft long; motors 3 hp., 3450 
rpm, 220 volt, 4 phase, 60 cycle; air is water 
filtered; ideal for beverage purposes; these units 


compressors, 


can be inspected at the COST BEVERAGE 
CORP., 197 Chatham St., New Haven, Conn, 
11.-3 

FOR SALE.--One Geo. Meyers 16 spt. top speed 
72, 12 oz. per minute, pre mix or with syrupers, 


could be converted to cans; 
more cans per minute; 
f.o.b.; this filler was 
larger filler; OWENSBORO 
2205 W. Main St., 


FOR SALE.-—Complete bottling unit, including 
120 c.p.h. Sturdy Bilt washer, 2 Dixie C just re 
built, water treating and syrup room equipment, 
Hr) LY ton beverage body trucks, etc.; for full 
details contact, FOND DU LAC arse 
CO., 66 E. Scott St., Fond du Lac, Wisc.—-11 


FOR SALE.--1% ton 1953 brand new Stude 
baker truck, Herman rack body; capacity 180 
cases; painted in 7-Up colors; extremely good 
buy; individual pwuers direct replies BOX T.W. 
No, 855. 1 


FOR SALE.—Dixie Model ¢ 
in excellent condition; World 
labelers, reconditioned; International and Filpaco 
dise filter water polishers, reconditioned; Adriance 
duplex crowner, reconditioned; Lomax No. 3 
syrup maker, in good condition ; —, or call re 
garding these unusual values; phone CAlumet 5 
8000; FILPACO INDUSTRIES, ING. 2414 So 
Michigan Avenue, Chicago, [llinois. 1] a 


FOR SALE.-—Approximately 1500 gr. private 
decoration crowns for sale; MINNEHAHA 
WATER CO., 3700 Prospect Ave., Cleveland 15, 
Ohio.—11.-1. 


FOR SALE. 


with a probability of 
priced five hundred dollars 
replaced in our line with 
BEVERAGE CO., 
Owensboro, Ky,.—-11.-1. 


automatic fillers, 
semi-automatic 


Coca-Cola franchise; midwest 


city; for details write; BOX T. Z. #858 11.-1. 

FOR SALE.-—-D & |. washer 90 case per hour, 
automatic unload; Dixie model F automatic, 3 set 
dials; Cem Neopream 250 gal. saturator; Kelvina 
tor LO ton compressor with Acme coil unit; 
PETERS Bot TLING CO., 116 West Bay St., 
Savannah, Ga 11.-1 

FOR SALE. Hypochlorinators 3, unused with 
complete accessories; automatic type; sell halt 
cost; ‘phone KE 2-5939; P.O. BOX 105, Kearny, 
New Jersey 11.-1 

FOR SALE.—20 hp. Mojonnier carbo cooler; 
Cem 28 filler and crowner; Cem 12 head mixer 


this equipment priced reasonably for quick sale; 
BOX 859 U 11.-1 
FOR SALE.—W0 


eph D & L soaker type washe 


new 1948; 1, 100 gal. Lomax mixing tank and 2 
60 gal. Lomax storage tanks; will sell reasonably 
to make room; BOX U.B. &6).--11 








HELP WANTED 


Foremen Uelpers, Practical Bottlers, Saleamen 


HELP WANTED.—Salesmen wanted; old es- 
tablished flavor house wants men; will consider 
side line or full time.—S. F., BOX 809.—7.-tf. 


HELP WANTED.—Field 
established nationally distributed 
in Iowa, Wyoming, Colorado 
franchsed; must have soft drink 
write.-BOX T. P. No 


representative for 

franchise drink 
and Utah; 90% 
sales experience, 
848,—11.-2 


HELP WANTED. Sales executive, experi 


enced in all phases of planning, promotion and 

supervision, for medium size local bottler with 

good growth potentials, Eastern seaboard; capital 

interest by investment, preferably, or stock pay 

ment; primary interest ability to build sales; re 

plies strictly confidential ae i me No, 856 
11 


HELP WANTED.—Florida manufacturer of a 
superior line of specialty flavors for bottlers and 
soda fountains offers partnership opportunity to 
in aggressive salesman; write for details and sam 
ples; JOSEPH BREYER, 425 Thirteenth St., 
North, St. Petersburg, Florida 10. -3. 


CLASSIFIED 
ADVERTISING 


HELP WANTED. — A reliable manufacturer 
selling nationally to t\e bottlers and beverage 
manufacturers, for many geese, is desirous of add- 
ing a.few men in valuable and productive open 
territories; these men should know the industry 
and possibly have another line which they are now 
selling to this trade; if you are in a position to 
extensively cover your territory with an outstanding 
line—already established and well known, here is 
an unusual opportunity to substantially increase 
your earnings; write fully, stating experience, 
lines handled and territory covered ; all replies con- 
fidential—O. I.,—Box 603.—6-tf. 








WORK WANTED 


Situations — Salesmen, Bottlers, Foremen, Helpers 


POSITION WANTED. — Unusual sales and 
marketing background and experience in industry 
available for sound franchise tues ape or bottling 
i ag Ph have owned and aged successful 

ant 14 yrs.; previously in supply end; can handle 

sales; production, management; available Aug. 15; 
write.—-S. M., BOX 817.—10.-1. 


POSITION WANTED. 
available on Pacific coast; contacts in the eleven 
western States; have had sales management ex- 
perience; well acquainted in the bottling industry; 
understands thoroughly, bottling and sales promo- 
tion; highly accredited; managed successfully, 
Pacific coast operations for a national firm for 
many years; agar ad + one on request.— 
BOX T. A., No. 833.— 


POSITION WANTED.—Production manager ; 
thorough knowledge Cem filler, have maintained 
and operated Meyer-Yundt-Miller-Liquid soaker; 
able to mix syrup; operate water treating equip- 
ment, make product quelty control tests ; sober, 
reliable, write.—BOX T. M. No. 845.—11.-2. 


POSITION WANTED. 
twenty years experience in maintenance and pro 
duction; know most all makes of machines; am 
married; do not drink; go anywhere; BOX T.V 
No, 854,.—-11.-1 


- Top franchise man 


Bottler & mechanic; 








WANTED TO BUY 


Bottling Outfits, Bottles, Boxes, Machinery, Materials 





WANTED TO BUY.- -1,000, 2,000 and 3,000 
gallon stainless steel tank.—PEPSI- ey A BOT- 
TLING CO., Rocky Mount, N. C.—9.-3. 


WANTED TO BUY.—High pressure CO: con- 
vertors, cap. from 150 lbs. to 1,000 Ibs., write 
CARBONIC SALES COMPANY, 1010 Rosine 
St., Houston 19, Texas.—11.-3. 


WANTED TO BUY.—32 or 40 spout 
low pressure filler; 500 or 1,000 gal. 
and 36 in accumulating table; 
ably new and in excellent condition; no junk; 
must be priced right; send full particulars.—EM- 
Rote LADORA DEL P AIS, 8S. DE R. L. DE 

Apartade 118, Tampico, Mexico.—11.-1. 


WANTED TO BUY.—Bottle 
bottles; in good condition; please give complete 
information in first ietter; MINNEHAHA 
WATER CO., 3700 Prospect Ave., Cleveland 15, 
Ohio 11,-1 


Liquid 
carbonator 
must be reason 


washer for 5 gal 


WANTED TO BUY. 


peceneris U. °. ag phone 
New York, Re ‘ 


2.1152; BOX T.Y. No. .—11.-1 


WANTED TO BUY.—Cem 20 or 28 filler for 
splits, pints and qenete may consider entire unit 
will pay cash; ne ADING BOTTLING WORKS 
Reading, Pa 


WANTED TO BUY.—Complete, operating bot 
tling business in New York or fassachusetts; 
write fully regarding your present franchises, vol 
ume and equipment; BOX U.C. 861.—-11 


WANTED TO BUY.—Good modern equipment 
of all types; highest cash prices; FIRSTEN BERG 
BOTTLERS’ EQUIPMENT CO., 3038 Powell 
Street, Brooklyn, N. Y 11,-.1 



































































BOTTLE SPECIALS! 


20,000 cases Plain flint 12 ounce cap. Miller Hi Life 

shape bottles. 10'/2 ounce weight and packed 
24 to a paper fibre board carton. 

4,000 cases Plain flint 12 ounce cap. export beer 
shape bottles. 12 ounce weight packed 24 to 
@ paper fibre board carton. 

15,000 cases plain amber 7 ounce cap. steinie shape 
bottles. 10 ounce weight packed 24 to a paper 
fibre board carton. 

1,250 gr. 62 ounce emerald green beverage bottles 
small initial on neck packed in paper crate 
service cartons. 





The above bottles are priced very reasonable. 
Samples on request. 


SIGNER BOTTLE SUPPLY COMPANY 
Wilstach & Dalton Ave., Cincinnati 14, Ohio 








FOR SALE 


2500 Cases 7 oz. Half Depth 24's 

10,000 Cases 12 oz. Export Shells 

100,000 Paper Partitions for 12 oz. 

200 Gross 12 oz. ACL Tall Sodas 

Many Other Style Bottles and Cases to offer. 
Contact us before you buy. 


* * * 


We will buy any quantity Surplus Bottles, 
Boxes, Partitions. 


PENN BOTTLE & SUPPLY COMPANY 


5619 Cherry Street Phila. 39, Penna. 








ALWAYS BUYING 


Soda Water Tanks— Block Tin Tubing — 
Syphon Tops. Get Our Prices First! 


RELIANCE LEAD SOLDER & BABBITT CO., INC. 


399 Genesee St. Buffalo 4, N. Y. 








WE BUY—SELL 
BOTTLES ... CASES \ 


Any type .... large & small Quantities. "An 
exchange can be arranged"— contact 


OHIO BOTTLE AND SUPPLY CO. 


420 Morgan Avenue Akron, Ohio 
Akron Phone: PR 3-5145 Cleveland Phone: UT 1-3791 








FOR SALE 


OSLUND automatic Duplex Rotary labeler, 
unused since it was rebuilt in 1948. Feeds 
right to left. Now set up for body label on 
12 oz. bottles. 


ERMOLD 6-wide Automatic Labelers (3), set 
up for 12 oz. beer bottles. Priced for immedi- 
ate sale. 


PERRY EQUIPMENT CORP. 
1419 N. 6th Street. Phila. 22, Pa. 










National Bottlers’ Gazette 








THE LAST WORD 
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Tue attacks by a large segment of the dental 
profession on the use of soft drinks (on the un- 
proved theory that sugar is the principal cause 
of caries), with its emphasis on discouraging 
children, particularly, from consuming our whole- 
some, refreshing and low cost products, was edi- 
torially discussed in last month's issue. Since we 
cannot underestimate or overemphasize the seri- 
ousness of the problem, the editorial was neithe 
the first, nor will it be the last, to touch on this 
important question. We continually receive re- 
ports from all over the country of soft drinks 
being banned from school premises and school 
cafeterias, both on the grade and high school 
levels. More and more, the fact emerges from its 
intentional obscurity that our industry is bucking 
a well-planned, long range propaganda campaign 
originating in a powerful industry which has 
viewed with envious eyes the rise in the con- 
sumption of soft drinks while their own struggled 
to make headway. This product is milk, which we 
have never regarded as a competitive product 
The milk interests have found it expedient to 
set up soft drinks as their chief competition. Last 
month, soft drinks were banned in the Utica, 
N. Y., schools for the simple reason, never before 
so bluntly announced, that soft drink sales were 
far in excess of milk sales! 

The tie-up between this double-pronged attack 
on our products is too obvious to be discounted 
It has been noted before. Some bottlers, singly 
and in association, have been successful in beating 
off proposals to eliminate soft drinks from the 
schools, or in getting them back after they were 
banned. But more often, when soft drinks are 
kicked out, bottlers beat on the doors of the school 
boards unheard and unheeded. 

Singly, both the dentists and the milk industry 
are formidable antagonists; in combination, they 
represent a threat to our industry’s welfare of 
the greatest magnitude. Bottlers must maintain 
unremitting vigilance, coupled with militant op 
position—and the two kept constantly in mind. 


Two developments have pressed our attention 
lately—a small number of bottler failures in scat- 
tered places around the country, and a much 
larger number of new plants under construction, 
or planned, or established plants being renovated 
and enlarged. These opposite situations are tied 
to one economic factor. Bottlers must do business 
at a profit, and profits, as we've often noted, come 
from adequate prices and deposits. It’s as simple 
as all that! 


Manufacturing Chemists for Over 100 Years 





Lott Tale. Cittio,! 
Water’s Expensive 
... by the Mile! 


@ Why pay freight charges on water? You can cut 
shipping costs by using Pfizer Citric Acid U.S.P. 
Anhydrous. This popular acidulant differs from the 
U.S.P. Hydrous product only in that it contains no 
water of erystallization. It means a savings on 8% 
pounds in shipping weight for every 100 pounds of 
the hydrous form you now use. 

You'll get greater uniformity of acidulation in 
your products with Pfizer Citric Acid U.S.P. Anhy- 
drous because its composition remains constant. It 
cannot dry out, won't cake under proper storage 
conditions, nor absorb water from the atmosphere. 

It requires less storage space and handling, too, 
for one drum in eleven can be saved by using the 
anhydrous product. 

When you order, specify the citric that cuts freight 
costs... Pfizer Citrie Aeid U.S.P. Anhydrous. For 


more data, write: 


CHAS. PFIZER & CO., INC. 
630 Flushing Ave., Brooklyn 6, N. Y. 


Branch Offices: Chicago, III.; San Francisco, Calif.; Vernon, Calif.; Atlanta, Ga 


Use Pfizer Sodium Benzoate. 
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GITRUS FLAVORS: 
Come to Poote & Yeuks 


For Lemou 


Choose Isolate Lemon — the standard of quality for 69 years. 










Clear — brilliant in the bottle. No musty or woody taste. 
Terpenes removed at room temperature. Perfect for lemon or : 
white soda. q 


| For Lithiated Lemou 


Choose Isolate Lemon and Limes — just right for a bright, clear, 
fast-selling beverage. Delicately blended. Terpeneless. Nat- 
ural. Ask for balanced blend of mineral salts, too. 


For Lemou and Limes 


Choose Clipper Lemon and Limes — natural blend with color 


and cloud. Two strengths. Two colors. Dense cloud — no ring. 


a ee Antes Nike 


Lots of taste-appeal. 


For Orange = 


Choose from a wide range of elaudy orange flavors — dif- mi, ; ty "‘Y a 
















ferent blends, strengths and shades of color. All natural with “ 
heavy, ringless cloud. Look good—taste good—money-makers 


Also — clear, terpeneless orange for use as a base or re- L BOM [ E f 


inforcer. © Lea a er Shi ip é 


foole: Jenks “~ 2 \s . 


JACKSON, MICHIGAN 











FLAVOR SPECIALESTS SINCE 1884 
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